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Fewer Complaints 
on Ads, Four A's 
Committee Finds 


New York, Jan. 18—Advertising 
is definitely milder. 

Or at least the number of com- 
plaints channeled to the Four A’s 
committee on the improvement of 
advertising content has declined. 

This week the committee marked 
its initial decade of operation with 
a brief review: 

1. In the last ten years it has 
handled more than 1,800 com- 
plaints. 

2. The committee considers that 
complaints fall in three general 
categories: misleading copy, sug- 
gestive advertisements and adver- 
tisements otherwise harmful to 
advertising. 

3. About 395 agencies were in- 
volved in the 1,800 complaints 
(here a warning note; a number of 
complaints could be excited by a 
single campaign or ad), and ten 
agencies accounted for one-third 
of the total complaints. 

4. There were 24 agencies which 
have averaged a complaint a 
year over the ten-year stretch 
(this could have been ten com- 
plaints about a single campaign 
in a single year). 


® 5. On the whole, magazines and 
newspapers have accounted for 
about one-third each of complaints, 
with radio, television, outdoor et 
al. accounting for the remainder. 
(Here the committee cautioned 
that print advertising is the sim- 
plest to criticize, because it is per- 
(Continued on Page 85) 


Walling 


Durstine & Osborn, receives the 


Barton 
HONORED—Bruce Barton, chairman of the board of Batten, Barton, 


4 


Ehrenberg 


1957 Franklin Award for Distin- 


guished Service. Presenting the award, made annually at the 
Printing Week dinner of the New York Employing Printers Assn., 


is the group’s chairman, Francis N. Ehrenberg. Looking on is 
William H. Walling, board chairman of Publishers Printing-Rogers 
Kellogg Corp., Long Island City. 


‘Advertisers Wonderfully Shy’... 


WASHINGTON, Jan. 17—Paul 


C-C’s Financial Gyrations to Save 
Magazines Aired at SEC Post Mortem 


that the plan had been thoroughly 


Smith, president of Crowell-Col-| discussed with Crowell-Collier’s 
lier, testified this week that the finance committee and that as 
underwriter who marketed $4,-| things worked out the warrants 
000,000 of the company’s deben-/| ultimately were turned back to 
tures during the past 18 months | the company. 
had been instrumental in arrang-| This $4,000,000 of Crowell-Col- 
ing for him to get 25,000 warrants | lier financing is under sharp in- 
which ceuld be used to buy stock | vestigation by SEC, in the belief 
at $5 per share. | that “private offering” of the se- 
But he told a hearing of the Se- | curities actually constituted a pub- 


curities & Exchange Commission | lic offering, in evasion of regula- 


Where's That Waiting List? ... 


tions governing the registration of 
stock. 


| As lead-off witness, Mr. Smith 


was taken through two days of 


a sf 4 4 d tioni tlining th - 
Network TV Sponsors Seek ‘Relief,’ °is.ei sien snes, Sens 


But May Have to Find It Themselves 


which caused Crowell-Collier to 
resort to the offering of 5% con- 
vertible debentures. 


Are They All Dying on the Vine? ... 


Mags Facing Problems, 
But Most Are Happy 


Pallbearers Advised Not 
to Wait Around for the 
Industry's Funeral 


New York, Jan. 15—What wor- 
ries magazine publishers is the 
well-known herd instinct of the 
advertising business. 

In the wake of the closing of 
Crowell-Collier’s Woman’s Home 
Companion and Collier’s, and 


Sackheim, Margulies, 
Linked in Lawsuit, 
Sever Business Ties 


New York, Jan. 17—The press 
release, dated Jan. 14, was simple 
and straightforward. It said: 

“David Margulies, president of 
Damar Products Inc., and the 
Around-the-World Shoppers Club 
Inc., Elizabeth, NJ., has with- 
drawn both accounts from Max- 
well Sackheim, New York City 
mail-order advertising agency. No 
new agency has been named.” 

But the story goes back to July, 
1955, when ADVERTISING AGE re- 
ported filing of a $1,950,000 law 
suit against Maxwell Sackheim and 
David Margulies and Around-the- 
World Shoppers Club. And it goes 
back to January, 1956, when Wil- 
liam S. Roach, onetime executive 
with the club, filed suit for $500,- 
000 against both Sackheim and 
Margulies. 

The first action charged Mr. 
Sackheim with ferreting out the 
“confidential and secret operation- 
al setup of a client” (International 
Gift of the Month Club), then us- 
ing the information to compete 

(Continued on Page 85) 


Farm Journal’s Town Journal, 
Madison Ave. had a wave of com- 
petitive media salesmen pointedly 
suggesting that magazines showed 
signs of being washed up as a 
national advertising medium. 

This was the principal subject 
of discussion at the Magazine 
Publishers Assn.’s directors meet- 
ing last week, and it was being 
discussed in varying detail by 
magazine and advertising men 
over a hundred desks, tabletops 
and bars ever since the Crowell- 
Collier axe dropped through the 
holiday mistletoe. 


s In general, these discussions 
swirled around three main points: 


e 1. Magazines had a sensational 
advertising year in 1956—the best 
in their history—with $723,500,000 
in revenue carried by 100 national 
magazines and farm magazines. 


e 2. Magazines carried 87,830 
pages of advertising at the high- 
est page rates in publishing his- 
tory—and this represented a 4% 
gain over 1955. 


e 3. Magazines continued to carry 
more advertisers and more exclu- 
sive advertisers than any other 
medium. 

But some advertising men were 
skeptical. They asked questions: 
How about the number of mag- 
azines? Isn’t it true that maga- 
zines are shrinking in number? 
How about circulations? How 
about the well-publicized thin 
profits of magazines? 


= Magazine men answered the 
questions in a variety of ways. 
Some pointed to a general trend 
of concentration in all American 
(Continued on Page 88) 


Magazine Ad Revenue Up 10% in 1956; 


Plagued by Vacancies, 
CBS, NBC Face Rush of 
Fugitive Advertisers 


By Maurine Christopher 

New York, Jan. 17—It begins 
to look as though many network tv 
sponsors’ cries for “relief” will go 
unheeded, unless they or their 
agencies can find replacements to 
take over their commitments. 

In other years when sponsors 
over-extended themselves or ran 
into unexpected marketing prob- 
lems, or simply became unhappy 
with a show, NBC or CBS usually 
let them out of their contracts. 
There were some noteworthy ex- 
ceptions such as Hazel Bishop Inc., 
which tried in vain to get out of 
a series of spectaculars on NBC. 
But in the main, these requests 
presented little if any problem in 
the days when there was a waiting 
list for choice time spots. 

Such is not the case today when 
the networks all have sustaining 
time on their hands—night and 
day. They are busy enough without 
having to sell the same time pe- 
riod twice—which is what it 
amounts to when network sales- 


men go out to find filler sponsors 
to take over unexpired contracts. 


® Much as they like to keep their 
sponsors contented, if at all possi- 
ble, the networks must concen- 
trate primarily on getting rid of 
the inventory—the unsold periods 
that are bringing in no revenue— 
at the same time they are trying 
to provide “relief” for current cli- 
ents. 

In recent weeks the list of “re- 
lief” requests has been steadily 
expanding. Some advertisers want 
to cancel early, in effect. Others 
wish to cut back to alternate-week 
status and perhaps be free to 
spread their tv dollars over more 
shows. Still others need seasonal 
layoffs. 

The picture changes daily, but 
at last count there were at least 
seven NBC and six CBS advertis- 
ers who have asked the networks 
to locate replacements to take over 
all or part of their commitments. 


They Want Out 


So far, this particular problem 
hasn’t plagued ABC very much, 
though Pabst would like to turn 


(Continued on Page 70) 


® The decision to market the 5% 

convertible debentures was “a last 

resort” when banks threatened to 
(Continued on Page 85) 


Last Minute News Flashes 


Miller, Mackay Gets MD, Powder Room Tissues 


BELLINGHAM, Wasu., Jan. 18—Pacific Coast Paper Mills has assigned 
Miller, Mackay, Hoeck & Hartung, Seattle, to handle its MD and Pow- 
der Room tissues which are marketed on the West Coast. The account, 
billing $300,000-pius a year, had been handled by Ruthrauff & Ryan, 
Seattle, for ten years. 


L. W. Scott Joins Cunningham & Walsh on Sears 

Cuicaco, Jan. 18—Laurence W. Scott, advertising manager, consum- 
er products division of Westinghouse Electric Corp., Pittsburgh, will 
join the Chicago office of Cunningham & Walsh Feb. 1 as vp and ac- 
count supervisor on Sears, Roebuck & Co. Mr. Scott has been with 
Westinghouse since 1953. Previously he was vp of John W. Shaw 
Advertising and at three different times, totaling 14 years, was as- 
sociated with Montgomery Ward & Co. as mail order sales manager, 
buyer and retail sales manager. 


Kosting, Gross and Blohm Join Lynn Baker Inc. 

New York, Jan. 18—Ernest D. Kosting, formerly copy group super- 
visor with J. M. Matheg Inc., has been appointed copy director of Lynn 
Baker Inc. Arthur Mi GegiS, formerly account executive at Batten, 
Barton, Durstine & Qs _ has joined Lynn Baker in a similar ca- 
pacity. Edward H/ Blégg, previously production manager with 
Morey, Humm & Warwick, has joined the agency’s production staff. 

(Additional News Flashes on Page 89) 


Hits New Record Despite 4 Foldings 


Store-Distributed Groups 
Only Class in Which 
Revenue Dipped Sharply 


New York, Jan. 15—Magazine 
advertising revenue hit a record 
$931,475,192 in 1956, up 10.7% over 
the 1955 volume of $841,349,349, ac- 
cording to figures compiled by 
Publshers Information Bureau and 
ADVERTISING AGE. 

Despite the folding of four major 
books, most magazines gained in ad 
pages and revenue. The four de- 
funct magazines—American Mag- 
azine, Collier’s, Town Journal and 
Woman’s Home Companion—ac- 
counted for $29,035,036 in ad rev- 
enue, or approximately 4% of the 
total. 

With the exception of Collier’s 
and Woman’s Home Companion 
and Family Circle, the top 20 rev- 
enue carriers of 1955 all showed in- 
creases in 1956. The field was 
paced by Life, which added more 
than $16,000,000 in ad revenue to 

(Continued on Page 54) 
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Possible Consumer Credit Curb Seen 
as Threat to Furniture Sales Hopes 


Market Continues 
Strong Despite Fear 
of New Regulation W 


Cuicaco, Jan. 15—Growing 
awareness that 1957 home furnish- 
ings sales may hinge heavily on 
consumer credit buying—and fear 
that the federal government may 
be ready to curtail such buying 
with a return of Regulation W— 
filtered into much of the thinking 
going on at the International Home 
Furnishings Market here as it went 
into its closing week. 

Many manufacturers and dealers 
took President Eisenhower’s 
speech about inflation last Thurs- 
day night as a gentle hint that 
plans for either price increases or 
retailing based heavily on con- 
sumer credit might soon be cloaked 
in a very wet government-issue 
blanket. 

Most popular suspicion is that 


Postal Budget 
Assumes 5c Rate 
for First-Class 


WASHINGTON, Jan. 16—President 
Eisenhower set the stage for the 
1957 postal rate battle today by of- 
ficially notifying Congress that he 
will submit proposals to raise 
$654,000,000 in new postal revenue. 

From the unprecedented size of 
the program there was no remain- 
ing doubt that the Administration 
will suggest a 5¢ rate for first- 
class mail. But Budget Bureau of- 
ficials indicated other details of 
the program are still being per- 
fected. 

In preparation for the battle, the 
President told Congress the postal 
deficit will hit $654,000,000 in the 
next fiscal year unless rates are ad- | 
justed. The increase from a $483,- 
000,000 deficit contemplated this 
year included $131,000,000 which 
the department will pay into the 
postal retirement fund, and an in- 
crease in capital expenditures of 
$26,000,000. 


s. At his budget briefing, Secretary 
of the Treasury George Humphrey 
spoke out for the postal increase. 
He said it is time taxpayers stopped 
paying indirectly for the subsidies 
parceled out by the Post Office 
Department. 

The Secretary was acutely con- 
scious of the possible $654,000,000 
increase in postal revenue. It is the 
prospect of this increase that has 
enabled the Administration to fore- 
cast a surplus of more than $1 
billion in the total governmental | 
budget for the year; without the 
increase, the surplus would drop 
below the $1 billion mark. 


s In his budget message, the Pres- 
ident praised the department’s 


management, pointing out that an 
11% increase in volume is being} 
handled with only 3% more man- 
power. He said if Congress will 
agree to the rate increases, he in- | 
tends to send up a supplemental | 
appropriation, releasing an amount | 
tentatively set at $70,000,000 “to 
permit investment in equipment 
and facilities necessary for efficient 
handling of the ever-increasing 
volume of mail.” 

The President estimated that 
$3.25 billion will be required to run 
the department in fiscal 1958, com- 
pared with just under $3 billion | 
this year. He figured postal rev- 
enues would be $2.599 billion—an 
increase of only $98,000,000 on the 
basis of existing rates. + 


Regulation W, one of the govern- 
ment’s favorite anti-inflation wea- 
pons, might soon be dusted off 
(it went out of effect in 1952) to 
restrict heavy consumer credit 
buying. Next to automobiles, home 
furnishings would probably be 
about the hardest hit industry, 


|}since many dealers acknowledge 


they are now depending heavily on 
time purchases by consumers. 


s This threat is high on the tist of 
things worrying furniture retaif- 
ers, according to Ben J. Willis, 
president of Willis Furniture Inc., 
Richmond, Va., retailer. He says 
that such credit curtailment might 
only decrease the already low por- 
tion of disposable income now go- 
ing into furniture. 

“The idea that regulations can 
save consumers and distributors 
from their own alleged folly is not 
borne out in the facts,” protested 
Theodore V. Houser, chairman of 
the board of Sears, Roebuck & Co. 
Quoting from Sears’ own records 
on payment delinquency and un- 
collectible loss over the last 14 
years, he said: 

“During seven of the years 
when Regulation W was in effect 
our average delinquency rate was 
1.2%. For seven years during 
which credit was not regulated, 
the average delinquency rate was 
0.66%. 

“Under Regulation W our aver- 
age uncollectible loss ratio was 
0.39%, as against an average fig- 
ure of 0.32% for the years during 
which credit was not regulated.” 

“While there are undoubtedly 
some wartime influences in this 
picture,” Mr. Houser concluded, 
“our experience does indicate that 
mere regulation of terms does not 
create sound credit.” 


® Cost and control worries not- 
withstanding, however, traffic and 
buying activity at the market con- 
tinue at a fairly heavy pace. Price 
conditions seem steady in most 
(Continued on Page 79) 
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CRUSH-PROOF—Liggett & Myers will 

use this 1,000-line ad in 100 news- 

papers to introduce L&M cigarets 
in its new dress. 


L&M in New Box 
Bows Regionally; 
National Push Set 


New York, Jan. 17—An inten- 
sive advertising schedule will be 
used by the Liggett & Myers Tobac- 
co Co. beginning Jan. 28 to back 
up the regional introduction of 
L&M filter cigarets in a new crush- 
proof box. 

After three months of test mar- 
keting, the newly packaged L&Ms 
today went on sale to wholesale 
distributors in New England, Cen- 
tral Atlantic, West Coast and some 
southern states. Regular-size L&Ms 
were introduced in October, 1953, 
with L&M King introduced nine 
months later. 

National distribution of L&Ms in 
the crush-proof box is expected to 
begin in February. Two-color 

(Continued on Page 6) 


Everybody's Out-Advertising Style-Minded 
Dry Goods Industry, Wholesaler Complains 


New York, Jan. 16—Dry goods 
wholesalers are 20 years behind the 
times in their distribution methods 
and the dry goods industry is be- 
ing out-advertised by nearly every 
industry in the country. 

That’s what J. D. Peters, presi- 
dent of the National Wholesale Dry 
Goods Assn., told his colleagues 
here this week. He added that the 
time is over-ripe for imaginative 


market. 

“Clothing, furnishings and ac- 
cessories spent $1,861,000. Ale, 
beer and wine spent $8,463,000. 
Cosmetics and toiletries spent $8,- 
950,000. Dental products spent $2,- 
742,000. Drug products spent $5,- 
295,000. And please note this one, 
because everyone says we have to 
have food: Advertising for food 
and grocery products was $21,775,- 


and aggressive action on long-| 000 


range planning by all segments of 
the industry. 

“Our industry is spending less in 
consumer advertising than the to- 
bacco, liquor, food, automotive, 
drug, home equipment and travel 
industries. Yet we are dealing in 
goods that depend more on fashion 


| than any of the others,” Mr. Peters 


said. “They are out-advertising us, 
in almost every case, as much as 
$10 to $1. This is happening in 
spite of the fact that we have a 
greater educational job to do in 
selling our goods. 


s “Of the 200 leading television 
advertisers in 1956,” Mr. Peters 
said, “United Merchants & Manu- 
facturers’ Robert Hall division was 
listed 14th. The only other soft 
goods advertiser listed was Bond 
Stores Inc., which was rated 165th. 

“Analyzing the amount spent for 
tv advertising during the first three 
quarters of 1956, as reported by 
Television Bureau of Advertising,” 


|Mr. Peters said, “we get factual 


evidence of what is happening to 
our industry and how competition 
is taking over our share of the 


s “All of these industries,” Mr. 
Peters said, “give a tremendous 
push to their sales through cooper- 
ative advertising programs that of- 
fer the individual wholesale and 
retail merchant the advantage of 
local newspaper advertising.” 
Hector Lazo, director of mar- 
keting for Donald Deskey Associ- 
ates, told the conference that U.S. 
consumers are buying fewer arti- 
cles of clothing than they did five 
or ten years ago. He urged a re- 
education: program for consumers 
and long-term planning by man- 
ufacturers and merchants. = 


Offer Bill Banning Bait Ads 

A bill has been introduced into 
the Nebraska state legislature 
which would outlaw bait adver- 
tising. The bill would make it un- 
lawful to advertise any item with 
a limitation on the number which 
a purchaser may buy. Also 
bann ould be the refusal to 
sell any purchaser all or part of a 
stock @ advertised items. Sen. 


| Terry Carpenter of Scottsbluff in- 


troduced the measure. 


Auto Advertising 
Lacks ‘Content,’ 
Tatham Suggests 


Detroit, Jan. 18—Are advertis- 
ers getting too much service, and} 
does the content of the advertising | 


suffer for that reason? 


Arthur E. Tatham, board chair- 


man of Tatham-Laird, Chicago, of- 
fered the suggestion to an assembly 
of admen at the Motor City’s Ad- 


craft Club today. Furthermore, he 
went boldly on to suggest that auto 


advertising is a good example of 
such an imbalance. 

Mr. Tatham actually started 
with a still larger question: 
Whether advertising is being im- 
proved as much and as rapidly as 
its growing importance in the 
economy requires. For answer, he 
turned to the automotive business, 
as offering a seemingly “ideal cli- 
mate for the flowering of creative 
talent.” 


s “Large appropriations, produc- 
ing large agency 


ments which the industry is capa- 

ble of producing,” he judged. 
For support, he offered these re- 

searcher’s estimates: 


(Continued on Page 20) 


Ike Asks Congress 
for $6,700,000 for 
‘59 and ‘60 Censuses 


WASHINGTON, Jan. 16—President 
Eisenhower today asked Congress 
to provide $6,700,000 for a running 
start on business, agriculture and 
population censuses which will be 


taken in 1959 and 1960. 


He said the cost of the censuses 


will be substantially reduced and 
the results will be published more 
rapidly if funds are assured now, 
so that the bureau can move ahead 
with the procurement of new elec- 
tronic equipment and the prepara- 


tion of good maps and mailing 


lists. 


The request for a head start on 
the censuses was a major item in 
the total request of $41,900,000 for 
statistical purposes. This compares 
with $34,800,000 for statistics this 
year, and $36,300,000 in fiscal 1956, 
when the 1954 censuses of business 
and manufactures were being tab- 


ulated. 


The budget for current statistics 
—monthly, quarterly and annual 
studies by a multitude of different 


(Continued on Page 24) 


commissions, 
ought to enable automotive adver- 
tisers to demand and to receive the | 
finest content for their advertise- | 


That in the 
last 25 years close to $2 billion of 
a total national advertising ex- 
penditure of $20 billion went for 
auto advertising. This, he noted, 
would have been spent on a rela- 
tively small number of very large 
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A. E. ROOD, senior vp in charge of 
finance of Foote, Cone & Belding, 
has assumed the administrative 
duties of the agency’s Chicago of- 
fice. These formerly were handled 
by Harold H. Webber, who has re- 
signed (AA, Jan. 14). 


C&W Gets Brisk, 
Said to Bill About 
$3 Million a Year 


New York, Jan. 16—Colgate- 
Palmolive today tapped Cunning- 
ham & Walsh to handle Brisk 
toothpaste, a fluoride regarded as a 
multi-million dollar account. 

The Brisk business was last with 
William Esty Co., but that agency’s 
grip on the product was officially 
loosed on Dec. 28. Cunningham got 
the nod over John W. Shaw Adver- 
tising, Chicago, believed to be the 
other finalist. 


® Brisk, one of Colgate-Palm- 
olive’s major products, and thought 
to bill something like $3,000,000 
annually, has been having stiff 
competition from Procter & Gam- 
ble’s Crest. It was part of about 
$15,000,000 in Colgate business 
which Esty handled until last Dec. 
31, when relationships between 
client and agency came to an end 
“by mutual agreement.” 

Ted Bates & Co. and Lennen & 
Newell subsequently turned up 
with about $10,000,000 in Colgate 


accounts. Bates got Fab detergent 
and Rapid Shave Aerosol shave 
cream and L&N won Vel and 


ABP Launches New Study 
Associated Business Publica- 
tions, New York, has started its 
sixth annual study of leading 
business paper advertisers. Con- 
ducted by ABP’s division of busi- 
ness paper information, the study 
will report on business paper ad- 
vertising investments of $50,000 
or more made by more than 1,000 
companies in 1956. The study has 
the support of the American Assn. 
of Advertising Agencies and the 
National Industrial Advertisers 


Assn. Deadline for submission of 
reports is March 1. 


Clipp Quirk 
TALKING RADIO—James T. Quirk, 
dent of the Television & Radio 
and Don Durgin, vp in charge o 
over before a luncheon meeting 
gin was the speaker. Roger W. 


Durgin Koehler 
publisher of TV Guide and presi- 
Advertising Club of Philadelphia, 
f ABC Radio Network, talk things 
in Philadelphia at which Mr. Dur- 
Clipp, vp and general manager of 


Triangle Publications, radio and tv division, and George Koehler, 
station manager of WFIL, ABC outlet in Philadelphia, listen in. 
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Critics Rub Ad 
Lingo on Cat, 
Then Lick It Off 


New York, Jan. 14—Why are 
admen so addicted to talking off 
the top of their heads, touching all 
the bases and trying things on for 
size? 

Timidity is the chief motivation. 
Admen are unwilling to commit 
themselves to a definite stand; to 
avoid this, they coin phrases with 
built-in contradictions that give an 
out if the bigger brass vetoes an 
idea. 

This theory was advanced yes- 
terday during a panel discussion 
about Madison Ave. talk on CBS- 
TV’s “The Last Word.” The partic- 
ipants were John Crosby, radio-tv 
critic, John Mason Brown, book | 
reviewer and lecturer, and Ilka} 
Chase, novelist. 


® Dr. Bergen Evans, emcee of the 
show, and his guests were of the) 
opinion that the Madison Avenu- 
isms make for colorful speech the 
first few times around, but that 
they soon become hackneyed from 
overwork. } 

As an example of some of the 
current offerings, they cited: 

“Let’s run this up the flagpole 
and see who salutes.” 


bring it back on the express.” 


Baldwin 


Darcy 


Rumrill 


AGENCIES MERGE—Here are the top men involved in the purchase 
of Baldwin, Bowers & Strachan, Buffalo, by Charles L. Rumrill & 
Co., Rochester, N.Y. They are Charles L. Rumrill, who will serve 


as president of BB&S; William M. 


Baldwin, chairman of the board, 


and George R. Darcy, vp of the Rochester agency, who will serve 
as exec vp of the Buffalo company to coordinate the activities of 
the two organizations. 


Rumrill Buys Baldwin, Bowers & Strachan; 
“Let's send it up on the local and! Sqys Billing Now Will Be Over $8,000,000 


“Let’s anchor it overnight to see | Rocuester, N. Y., Jan. 15— agency. Herbert R. Hanson, treas- 


what leaks develop.” 

“I’m not in a hurry, but I wish I 
had it now.” 

“Let’s smear it on the cat and see 
if she licks it off.” 


® Mr. Crosby pointed out that you 
can always tell what the admen 
have been doing by their current 
expressions. First they drew heav- 
ily on sports (“Let’s see if we can 
keep this one on the fairway’). 
Then they went.to war (“Let’s up- 
periscope and take a reading’’), got 
married (“Let’s play house with 
this one”), had babies (“Let’s 


cross-pollinate it’)—and started 
getting neuroses (“‘Let’s lay it on 
the couch and see what destructive 
tendencies it has’’). 


PRESSURE GOOD; ‘HOLIDAY’ 
TAPS AD ALLEY’S LINGO KEG 
PHILADELPHIA, Jan. 17—Holiday’s 
third annual adman’s diary, com- 
plete with a lexicon of advertising 
lingo contributed by some two 
score admen, this week tossed 
some new phraseology on the ad| 
business pile. 
Examples: 
“Let’s throw a blanket on this | 
and keep it warm (Our proud pony 
is a little sick).” 
“The natives are restless tonight 
(Sub-surface eruptions in the 
copy-typing pool).” 


s “He is sympathetic to our story 
(Patted me on the back when I 
cried over the cancelation) .” 

“Let’s do a straight up and down 
research (Show it to the elevator 
operator).” 

“Sort of Vichy-Sauve isn’t it? 
(Leaves me cold).” 

“Badminton game (Two sales 
managers giving each other the 
bird).” 

“We made a lot of progress at 
the meeting, but there’s still some 
work to do (We saved the paper 
and string to wrap the layouts. 
Everything else was killed) .” 

“Here’s the latest word from the 
couch (I was just reading about 
motivation research last night).” 

“Let’s follow it and see what it 
eats (It’s a real turkey, but Skin- 
head’s wife will probably like it).” 

“Adman on a diet (Skip the 
olive, Joe)” r 

“That's the way the banana peels 
(The release will say we resigned 


the account).” e 


Charles L. Rumril] & Co. has ar- 
ranged for the purchase of Bald- 
win, Bowers & Strachan, Buffalo 
agency, it was announced™ today. 

Charles L. Rumrill, president of 
the Rochester agency, and William 
M. Baldwin, president of Baldwin, 
Bowers, made the joint announce- 
ment. 

The acquisition increases Rum- 
rill’s billing from about $5,500,000 
to between $8,000,000 and $9,000,- 
000. 

Baldwin, Bowers & Strachan 
will retain its corporate entity 
and its company name, but will 
become a division of Rumrill. 
There will be no major changes 
of Buffalo personnel or responsi- 
bilities and both Mr. Baldwin and 
Everett L. Bowers will remain ac- 
tive in agency affairs. Kenneth 
Strachan died a few weeks ago. 


s Mr. Baldwin, a veteran Buffalo 
advertising man who was one of 
the founders of Baldwin, Bowers 
& Strachan, will become chair- 
man of the board of directors of 
the local agency. Mr. Rumrill will 
be president. 

Mr. Baldwin once worked for 
Buffalo and Detroit newspapers. 
Later, he was advertising director 
of the Pierce-Arrow Motor Car 
Co. and then assistant general 
sales manager and a director of 
the Pierce-Arrow Sales Corp. He 
and the late Mr. Strachan founded 
their agency in 1934. 

George R. Darcy, Rumrill vp, 
will be exec vp of Baldwin, Bow- 
ers & Strachan and will coordin- 
ate the activities of the two or- 
ganizations. He plans to make his 
home in Buffalo eventually. He 
joined Rumrill in 1954. 


s Mr. Rumrill helped found Rum- 


rill in 1933. 


Mr. Bowers continues as vp| 
and secretary of the Buffale 
agency.. Formerly with Packard 
Motor Co., White Motor Co. and| 
Northern Equipment Co., 
founded his own advertising agen- | 
cy bearing his name in Buffalo in| 
1930. The agency was merged in- 
to what is now Baldwin, Bowers 
& Strachan in 1945. 

Peter Van Scozza, art director of | 
Baldwin, Bowers & Strachan, will 
be a new vp of the agency. Nor- 
ton E. Forgie, Howard R. Keating | 
and Everett L. Thompson will 
continue as vps.in the Buffalo 


he | 


/urer of the Rochester agency, 


will also be treasurer of the Buf- 
falo agency. 


® Directors of the Buffalo agency 
will be Mr. Baldwin, Mr. Rumrill, 
Mr. Darcy, Mr. Hanson and Mr. 
Bowers. 

Under the new arrangements, 
employes of the Buffalo agency 
who have completed three years 
of satisfactory service will be per- 
mitted to buy stock in the Rum- 
rill agency. Rumrill is owned en- 
tirely by employes, 32 of whom 
own more than 11,000 shares. 

The joint statement declared: 
“We believe that this move is in 
the best interests of both compa- 
nies and their clients; that each 
will be strengthened by the re- 
sources, experience and creative 
talent of the other. Employes of 
Baldwin, Bowers & Strachan will 
now be able to own part of the 
business they have helped to build 
over the past 23 years.” . 


Additives, Schmadditives ... 


Company ‘Character’ Is 
Important, It Says, but 
‘Gasoline Is Gasoline’ 


Cuicaco, Jan. 15—You’d never 
know it from looking at gasoline 
ads with their welter of chemical 
claims 
but what most motorists think 
about in choosing a gasoline brand 
is (a) the character of the oil com- 
pany, and (b) the character of the 
local dealer. 


Barrow s Report 
to FCC Portends 
Changes for TV 


WasHINGTON, Jan. 17—Dean 
Roscoe Barrow’s firm _ stand 
against relaxing FCC’s multiple 
ownership rules may be the tip- 
off that the commission’s special 
network study group is consider- 
ing proposals which will result in 
important changes in the competi- 
tive structure of the tv industry. 

While other network investiga- 
tions in Congress and the Depart- 
ment of Justice have held the 
spotlight, FCC’s network study 
group—which Dean Barrow di- 
rects—has worked without pub- 
licity for more than a year, col- 
lecting a mountain of minute and 
intimate business information 
from every segment of the tv in- 
dustry. 

Its report is not due until June 
30. But last week the study group 
unexpectedly emerged from ob- 
scurity to file an interim report 
warning the commission that mul- 
tiple ownership rules should be 
tightened rather than liberalized 
(AA, Jan. 14). 


® This special report was pre- 
pared after FCC members ap- 
peared to be lined up for a sub- 
stitute rule which would scrap the 
arbitrary seven-station ceiling, so 
that applications for additional 
stations from multiple owners 
(Continued on Page 87) 


General Foods Merges 3 Divisions 
Into Two Large Ones, Shifts Execs 


Bennett Is Marketing VP; 
Cleaves Succeeds Him as 
Head of Jell-O Division 


White Puarns, N.Y., Jan. 16— 
General Foods Corp. today an- 
nounced several major top man- 
agement changes, and the consol- 
idation of three divisions into two 
larger divisions. 


Robert H. Bennett, vp and gen- 
eral manager of the Jell-O division, 
has been made vp for marketing. 
He will be succeeded as general 
manager of the Jell-O division by 
Herbert M. Cleaves, vp and former 
general manager of the Baker- 
Gaines division. 

All Franklin Baker and Wal- 
ter Baker products, formerly part 
of the Baker-Gaines division, are 
being transferred to the Jell-O di- 
vision. All Gaines dog food opera- 
tions are being consolidated with 
\the Post division under George 
| Laimbeer, vp and general manager. 

No advertising agency changes 
are contemplated, ADVERTISING AGE 
| was told. Benton & Bowles handles 
advertising for the Baker-Gaines 
and Post division products, and 
Young & Rubicam handles adver- 
tising for the Jell-O division and 
Baker cocoa and chocolate prod- 
ucts. A company spokesman said 
that there may be some rearrange- 
ment of products among the agen- 
|cies later as a matter of conven- 
lience for all concerned, if it is 
found necessary. 

(Continued on Page 21) 


and aircraft terminology, | 


Gasoline Advertisers Are Talking to 
Themselves, ‘Tribune’ Survey Finds 


This is the burden of an elabo- 
rate study of the “meaning and 
reputation” of gasoline which the 
Chicago Tribune is now presenting 
to major U.S. oil companies. The 
study, based on a survey of 250 
motorists in the Chicago market, 
was carried out for the newspaper 
by William E. Henry, chairman of 
the University of Chicago’s Com- 
mittee on Human Development. 

The survey set out to discover 
two things: 

1. Whether gasolines and gaso- 
line companies have a “personali- 
ty.” 

2. What is the public’s under- 
standing of the advertised features 
and attributes of the brands mar- 
keted here. 

Under test were ten nationally 
known companies, plus a group of 
local firms which the study lumped 
together as “bulk or independent” 
(they're said to do 30% of the 
gasoline business in the Chicago 
area). 


= Few of the findings are likely to 
inspire complacency in gasoline ad- 
vertisers. Here are some of them: 


e In spite of thousands of pictures 
of cylinder innards, only a fifth 
of those queried had any notion of 
gasoline as an internal combustion 
fuel. The rest think of it simply 
as something which “runs the mo- 
tor” or “gets you there.” 


e For better or for worse, most 
people think all gasolines are pret- 
ty much the same. Except for price, 
the only differences proposed had 
to do with Ethyl vs. regular. 


e Additives, and their national 
brand code letters, just don’t fig- 
ure. Only 6% thought of any of 
these when asked to define a good 
(Continued on Page 90) 


$10,000,000-and-Up 
Agencies Asked to 
Bid on Army Account 


WASHINGTON, Jan. 17—The De- 
partment of the Army announced 
today that it is holding a competi- 
tion this spring to select an adver- 
tising agency for a recruiting ac- 
count that may run as long as three 
years. 

The Army’s present agency, 
Dancer-Fitzgerald-Sample, has had 
the account since 1952. It got a 
two-year renewal after a competi- 
tion in 1955. 

The department said explana- 
tory material, including a sample 
contract and a questionnaire, is 
being mailed to all agencies with 
annual domestic billings of $10,- 
000,000 or more. 


® While the contract is basically 
for a one-year period, it includes 
options for two additional one-year 
renewals. This provision was in- 
serted after agency and military 
officials agréed that annual com- 
petitions, which had been the prac- 
tice prior to 1955, interfere with 
effective servicing of the account. 

In its letters to agencies, the 
Army fixed Feb. 15 as the deadline 
for completion of questionnaires. 
it estimated that the account, 
which services Army reserves as 
well as the Army itself, involves 
expenditures of about $1,000,000 
annually. 


# In his letter to agencies, Col. R. 
L. Anderson, chief of the military 
procurement division in the office 
of the Adjutant General, said the 
scope of the account and the varie- 
ty of services required make it 
desirable to limit the competition 
to the $10,000,000-plus agencies. e 


a 


nS San 


ee ee ee ee eee ee OR i em a ue 
ere A ie ea ee ee ARES eels Vin na ae cmos h iene Per Ee ae rena Pas bee ere ‘tana - py, 2 Ne cit, Miles oan ea PP: Hs er eS E sO Sees it ee SEES eee toy eng ieee Pek . 
SR eens a Ne ieee eee eee a See Se Gee ee ee ae ee a Pe ee a rr en Bees oh lacins hat 2 Beas tare ot Oe a ap the? : eee 
Wigeeee eo oe ae On mates Metis tye ae ea Ea a Fee 1 a a eset eM A ate TM Fo a noes —_——— — OP Se 
Cai Eee: Es oe oe es om ¥ : oo : a - + + - ~ ng a mnt na ee ee ee ee pram << = + aay ae RR, Sa ely, ers etre yt 2 aa rae eas ‘ 
ee os - sr ee Ree ee es ee ee ae ey aise 29 ald Rpt Sa bitin s Pre rake sane rae me ree ie nfs A os 
ee ee eT a ee eee eae a ae erage, ORE, ag ilk oats Ten ga ee ee EC ee ae 
me eee pee: Pe i 72, BS k= oe ak er aria Boal se elias. <5 TS gana ave Ee he, sis Ml ay : eee rae fete ech es ~ ARSE Pee aan ae 
e se Go cane es 3 ae cy ies ; “a a EAR OO ce a ge agra ‘< ae ae : ae nee rn es = = aon te r P ; ie ae 
fe a " A af afte ones , . ys “ine e 2 ‘ aaa : 
‘ a, ied . Bi & 
aaa eee 
: 3 
“ Cal 5 - -! : 
: . vs ous eR UgE RTE ED 
Salts , 4 + <s. 
> Z + : 
iy , F ae oo 
: aa. F a, . mi ; 
a ates oe ‘ 7 
: Pelee te a 
: AS eae a a % 7 Pas 
J 9 el aie : ea : one 
ie a re ees oe = “| € i ‘ 
: ——————— eee -e) 2m 
Bt. oa “eae ra ee 
= . a eens r ek : : eet 
si A a i Peas 
a x iy af cae) 
; ge igi oe a y + al : 
i a ae : : x 
mae ogee. i a svi ae 
k Gy eae -— = * 1 pe ‘ is oe 
g A xe , ke ’ “ 7 : 0 
: ‘a 2 ae ei ~ 73 
a iy i ae’ ; cere : 
e = ce JF a o 
e ith 2 a # hae a ; es 
2 Mas ok ee . * ' em on. : ia 
Le ay ae reg E ee ite 
e a es eee it E uae ae — a Sa os i oie: 
P eee oe * 4 Fie ee i ae Sostiie 
BY Be Se { on P se r a a, eee : 
y he on , Cg al 7 ay , * ce an i 
Rages eee ae ie es bape > oe ‘ 
5.) ig oo ey yl si a (mne'g 
a tials Sa : ; Lt ol es a 1S Se ee 
et var. aes & x et Cee oe! pe F ; 
F Be lia es 4 : eee : i nie ee ne i: } : 
Bed A os a , os ne a re Se ee . 
P : gS Cee ee eer es ae, 
F : Oe ee. ae —_ 
: 7 e ye : “ 7 5 i 
a 5 E af ro} 2 Aap ; 
a a cece eee ; ao ee cee 
ney ea ae ee eee 
2 ‘ou opal ae : 
Be = . ' on 
an . . | Ae 
. | ee 
a | are 
a || ed: 
é Pal lee 
ies 
| See 
ee | Pte 
a 
Seay 
= ae 
ca 
met 
: 
: ia 
PO a % 
Bes 
‘a 
ee ; 
! 
aa 
jaa 
a J 
‘ - ee 
ee, 
ea 
= 
= , 
a ce, 
ae c 
one 
oa) 
a 
Ai 
ees 
| ian 
a 
oh 
a 
ea 
yee 
“aie 
; / i 
| i 
oe 
| i 
oom ie ®, te 
4 i Be f’ : 

. aa ae ae a 
oe . As 
+8 “ & ae 
ne ig 
aie ' iar i 
iy. “5 oy 
¥ 3 * i 

1 

. | 

s : 

ag . : Pe 
dear aire f i . : “ ; : ; : Ls ‘ a » : . ; F : . , ee a . Pea ; ee * NK, aay, <3 Sole 
ae es me, 2 gS pal etait. 2 ple i etal . at ear ee a. | OR Dae Per Mare a are at Tara ale. eee tee eee ni ; rae ne tered i tie Billie Pete Ns ee = a ae a ee re oe et menue dale A 
i ae ee ne Se gs ; ile eb ool ol iy Oe eae ee age Bs lies Sok sets ihe, es ete See Re aa ea ae an ie ee mene i ES Les eee ee or i 
eee er ie: es 6 ae ee er a eae Sb ct eR Soe 8 og Sa a ee ee a Ca ees aie ae ee a eee SOM as a a pene <ete ces ene Pe ier a a ame 
all cee tients, oe Pp es cl ak ee See as) ae Salina I ee ay ee ae See en eae g | see aes ane a =. Cy eM Fe GME oe aR de kg hag enn eg Bat aes Ree le ees » eis Baits oe a oa 
eee RRS a. ep hae ee SS «Se RrRRRCRa rr gestern eines 


Cobb to Head 
Burke, Dowling's 
New N.Y. Office 


New York, Jan. 17—James H. 
Cobb, director of advertising of 
American Airlines, will join Burke 
Dowling Adams Inc. on Feb. 1 as 
vp and general manager of its new 
New York office. The agency will 
open its Manhattan office, March 
1, at 3 E. 54th St., and will occupy 
the entire ninth floor. 

Some 40 of the staff of 50 in the 
Adams office in Montclair, N.J., 
will be shifted to the New York 
office. The offices in Montclair will 
be maintained to handle accounts 
in the industrial northern New 
Jersey area. The agency has two 
other offices, one in Atlanta and 
the recently opened office in Pan- 
ama City. 


The new offices will concentrate 
on national and international ac- 
counts, including Curtiss-Wright 
Corp. and its 17 divisions and sub- 
sidiaries, Scandinavian Airlines 
System and Varig Airlines. Cur- 
rent billings are estimated by the 
agency at $8,000,000. During 1956 
Adams picked up two accounts: 
Columbia Baking Co., Atlanta, 
which operates in 17 plants in five 
states, and the Republic of Panama. 


s Mr. Cobb, whose successor at 
American Airlines has not been 
named, comes to the agency with 
considerable experience in adver- 
tising, aviation and management. 
Prior to joining American Airlines 
in 1954 as advertising director, Mr. 
Cobb was vp of Delta Airlines in 
charge of advertising and public 
relations. Before going with Delta, 
he was with the Associated Press. 
In June of 1956, Mr. Cobb was 
elected an assistant vp of American 
Airlines. 

Edward C. Hoffman and Thom- 
as Dixcy, both senior vps of the 


agency in Montclair, will move 
over to the New York operations. 
B. D. Adams, president and foun- 
der of the agency, moved to Atlan- 
ta in 1953 to head operations there. 
The agency has 43 employes in 
Atlanta, and handles about half 
the billing from there. 


= Among the agency’s 19 accounts, 
in addition to Curtiss-Wright, 
Scandinavian and Varig Airlines 
and Columbia Baking are the Cit- 
izens & Southern National Bank, 
Atlanta, Delta Airlines, Servel 
Inc.’s international division and 
National Bakers Services, Chicago. 

Mr. Cobb’s resignation from 
American Airlines is effective Feb. 
1. A successor is expected to be 
named in the near future. For the 
present, Henry O’Neil, manager of 
space advertising, will be in charge 
of all media advertising, and Meck 
Howlett, manager of direct adver- 
tising, will handle sales promo- 
tion. Both men will report directly 
to Charles R. Speers, senior vp 
in charge of sales. * 
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In ELIZABETH and UNION COUNTY (N. J) 
THE SALE STARTS IN THE HOME 
THRU THE Elizabeth Daily Journal 


The ELIZABETH DAILY JOURNAL is the HOME DELIVERED 
newspaper that gives you COVERAGE in Elizabeth and Union 
County—over 50,000 copies daily. The ELIZABETH DAILY 
JOURNAL gives you SALES IMPACT in a market that LEADS 
New Jersey in per family effective buying income—$7,990. 


GET YOUR SHARE OF THIS RICH MARKET! 


CONSUMER SPENDABLE INCOME 
$1,146,134,000 
TOTAL RETAIL SALES 
$577,326,000 
FOOD SALES 
$153,190,000 
AUTOMOTIVE SALES 
$112,137,000 


Look At These New Highs: 


HOME FURN. SALES 
$43,361,000 
GEN. MDSE. SALES 
$37,921,000 
APPAREL SALES 
$37,332,000 


DRUG SALES 
$13,544,000 


Source: 1956 SRDS estimates of consumer markets 


For Added Sales Impact ... Daily ROP, Spot and Full 


EST. 1779 


Elizabeth Daily Journal 


“Union County's Leading Newspaper” 
National Representatives: WARD-GRIFFITH CO., Inc. 
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Highlights of This Week's Issue 


Dry goods wholesalers are behind times 
in distribution, dry goods industry 
told Page 2 


Cunningham & Walsh lands Brisk tooth- 


paste account Page 2 
L&M cigarets in new crush-proof box 
being introduced regionally .......... Page 2 


Aute ads suffer in content while adver- 
tisers get service, Tatham says ....Page 2 
President's budget message confirms 5¢ 
POstaMe Proposal 00... ccccccccccemerees Page 2 
President's message also asked $6,700,000 
for census of business and agricul- 
ture Page 2 


Appliance, furniture retailers fear rein- 
statement of credit curbs .............. Page 2 
Charlies Rumrill & Co. buys Baldwin, 
Bowers & Strachan ..........cccne Page 3 
General Foods merges three of its divi- 
sions into two large ones ................ Page 3 


Ad linge is result of adman's timidity, 
critics say Page 8 
Holiday contributes more advertising 
phrases in latest diary .................. Page 3 
Gasoline ads don't have much effect on 
gasoline buyers, Chicago Tribune study 
SEED ccrserscitibuntieninictiigsistgennistnateel Page 3 
Stewart Jurist resigns as assistant to 
DMAA president Page 6 
Appliance makers reach agreement with 
dealers on sales to builders ............ Page 8 
Amm-i-dent infringed patent held by 
foundation, court rules ...................Page 8 
Rey Callahan succeeds Emanuel Katz as 
head of Doeskin Products ................ Page 8 
RCA’S anti-trust headache grows as Phil- 
co sues on “monopoly” charge ....Page 8 
ARF finds tv homes increased by 5,000,000 
in 14 months .... Page 8 


Orrin Spellman, head of K&E Philadel- 


Special issues of busi icatio: 


p ns are 
subject of Four A's release .......... Page li 
a Sata. She Publicati sets 
awards for business paper promo- 
SD cemmecscrscsseenenmnnns Page 22 
Liquer tax blamed for industry's loss of 
share of pending by Brown- 
oY Page 26 


Rey Campbell was well groomed to take 
over as head of FC&B’s western 
office Page 30 

"6 appliance sales hit record $8,378,- 
170,500, Electrical Merchandising re- 
ports Page 4 

Cigaret paper tobacco 
bows Page 36 

Aute show alienates affections of two 
three-year-old boys 


Pabst welcomes ad salesmen who have 


made out of 


ideas for selling beer 
Otte Silha urges newspapers to set up a 
national pr ti Page 44 
H. K. Porter shifts its ad policy as it 
Brows, Wallach SAYS 2.0... Page 45 
Schick offers free electric shaver for 
“her” when “he” buys one for him- 
self Page 52 
Prison newspaper opens its pages to 
advertisers Page 52 
Point of purchase is covered in new book 
based on ANA, Popai survey ....Page 54 
Pet Milk names Cockfield, Brown & Co. 
for its new Canadian company ....Page 56 
Alvin Porte closes his own agency, joins 
Lester Harrison Ine... Page 6 
Agencies are not making full use of 
the ABC audit of magazines, Devine 


says Page 60 
Small space advertisers can make best 

use of split runs, says Seitz ..........Page 61 
Canadi Cc 


names F. H. Hay- 
hurst Co. to handle its $500,000 ac- 
count Page 61 
Builders say they get some of their best 
ideas from trade publications ...... Page 77 
Les Pearl leaves BBDO after 30 years, 
fond memories behind him .......... Page 78 
French admen start new year with un- 
solved probl Page 82 
British start selling sunshine in midst 
of wintery blasts 
Rainier beer uses ‘natural brewing"’ sell- 
ing theme in 1957 
Displays, net ads, are sales clinchers for 
stores, McMahon 8@yY58 ............0000. Page 84 
Magazine publishers polled by Advertising 
Age see bright future .................... Page 88 
Newspaper price hike to 7¢ seen by head 
of ANPA Page 89 
Boost in newsprint price announced by 
three More MALS .........cccsesseeererseeee Page 89 


REGULAR FEATURES 


Advertising Market Place 
Along the Media Path 
Coming Conventions ........ 

Creative Man's Corner .... a 
Department Store Sales 20.0... cccmnn 
Drawthinks 


Editorials 
Employe Communications ...............60 64 
Getting Personal _ 18 


Just Lookiag 
Looking at Radice & TV... 
Looking at Retail Ads ....... 
Magazine Linage 
Obituaries 
On the Merchandising Front 
Photographic Review 
OG CERIE TID ccresrssccncsssnsscecesnccessereccsscssereesees 
Rough Proofs 
Salesense in Ads “ 
This Week in Washington 

Voice of the Advertiser .. 
What They're Saying 


Lindsey to ‘Post-Crescent’ 

David A. Lindsey has 
named promotion manager of the 
Post-Crescent, Appleton, Wis. Mr. 


with the Omaha World-Herald 


been | and the Gazette, Janesville, Wis. 
|He now will direct all promotion 
|activity and market research for 
Lindsey, who began his newspa- | the 


newspaper, including the 


per career with the Post-Crescent |“Consumer Buying Habit Study,” 


in 1947 as national advertising 
manager, later held a similar post 


a project which he originated in 
1948. 


instance to: 


A WELL ESTABLISHED BRITISH AGENCY 


with an annual billing amounting to several 
million pounds and a well-equipped organ- 
ization handling important National Ac- 
counts, would be interested to hear from the 
Principals of Agencies in the United States 
with a view to a reciprocal arrangement. To 
an American Agency contemplating estab- 
lishment in England, this might offer an op- 
portunity to acquire a substantial financial 
interest in a progressive Company which is 
in a strong financial position and has a record 
over the years of substantial earnings. 

Inquiries, which will be received in strict 
confidence, should be addressed in the first 


JOHN ORR YOUNG 
Management Consultant 


113 W. 57th St. New York 19, N. Y. 
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month after month.., 


1512 million’ men and women‘“live by the book” 


...and the book is Better Homes and Gardens! 


4,250,000 DELIVERED COPIES EACH MONTH 
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One example of how BH&G readers live by their favorite during the year... 
magazine: 9,400,000 said they referred to one or more 
back issues, 4 to 12 months old, within the past 4 weeks. 1 


& 
Better Homes and Garden ie with he family — judged 3 of America 


15,500,000 people read an average issue of BH&G! One 
third of the 123,800,000 people 10 years of age and older 
in the U.S. read one or more of every 12 issues. That’s reads Better Homes & Gardens ! 


44,150,000 people—and over 40% of them are men! 
Meredith Publishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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L&M in New Box 


Bows Regionally; 
National Push Set 


(Continued from Page 2) 
spreads will appear next month in 
Life, Look, The Saturday Evening 
Post, This Week Magazine and the 
First 3 Markets Group, plus a color 
page in TV Guide. In addition, 
nationwide radio, television and 
newspaper advertising, with some 
250 newspapers on the schedule, 
will be used. 


® For the regional introduction the 


|company will use 1,000-line ads 
| weekly in 100 newspapers. Where- 


| ever possible, the newly packaged 
|cigarets—now available in three 
|}ecompanion types of packaging— 
will be advertised in two-color. 
Radio and tv spots and network ra- 
dio and tv cut-ins (“Gunsmoke,” 
CBS radio, and Edgar Bergen’s “Do 
You Trust Your Wife,” CBS-TV) 
will also be used. Dancer-Fitz- 
gerald-Sample, New York, is the 
agency. 

The new crush-proof L&Ms will 
be sold regionally in New England 
New York, New Jersey, Penn-| 
sylvania, Delaware, Maryland,}| 
Virginia, Florida, eastern North| 
Carolina, California, Oregon, 
Washington and Hawaii. The 
crushproof L&M box was test mar- 
keted last October in six key cities | 


—Baltimore, 
Rochester, Syracuse and Washing- 
ton. 


® Reports from these markets, ac- 
cording to the company, showed an 
even greater sales increase for 


L&Ms in the new packaging than | 


in the national market, where the 
manufacturer claims L&M is now 
the fastest growing of all cigaret 
brands, filter or non-filter. 

Consumer advertising will be 
pegged on the theme—‘“Pick the 
pack that suits you best... get full 
exciting flavor .. 
miracle tip.” 

The company says the single- 
brand multi-package approach has 
a distinct marketing advantage be- 
cause of the limited brand identity 
the consumer has in his vo- 


Buffalo, Richmond, | cabulary. 


Recent studies, it points out, 
show that the consumer has only 
1,180 brand names in his vo- 
cabulary. 

“With 300,000 brand names in 
use today, and 15,000 new ones be- 
ing introduced each year, the 
single-brand, multi-package ap- 


| proach becomes a distinct market- 


ing advantage for the L&M brand.” 


Ford Boosts VanDerzee 


Norman ™. VanDerzee, formerly 
executive assistant to the general 


. plus the L&M|sales and marketing manager of the 


Edsel division of Ford Motor Co., 
Dearborn, Mich., has been named 
assistant general sales manager- 
marketing. He will be responsible 
for six sales staff departments in 
the division. 


eR 


BUGS BUNNY 
PRESENTS 


Mon.-Fri. 5:45-6:20 
AVAILABLE 


TV’ SF 


San Franciscaws ar sotd on KRON-TV 


S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 « PETERS, GRIFFIN, WOODWARD 


Advertising Age, January 21, 1957 ; 


Stewart S. Jurist 
Resigns as Assistant 
to DMAA President 


New York, Jan. 15—For the 
fifth time in eight years the Direct 
Mail Advertising Assn. is under- 
going headquarters executive 
changes. 

Stewart S. Jurist has resigned as 
assistant to the president. Arthur 
Burdge, who joined the DMAA 
last October as its first paid presi- 
dent, told ADVERTISING AGE that no 
successor has been chosen yet. 

Mr. Jurist will leave DMAA 
within the next two months. His 
future plans are indefinite, al- 
though he will continue in the 
direct mail field. 

He joined DMAA on March 1, 
1954, as assistant to the managing 
director, editing the DMAA news- 
letter and serving as headquarters 
liaison to committee and conven- 
tion chairmen. He came to the 
association from Fawcett Publi- 
cations, where he had been sub- 
scription promotion manager for 
three years. 

Mr. Burdge, DMAA president 
for the past four months, succeeded 
George Rumage, who resigned as 
managing director last October. 
Mr. Burdge previously had been 
assistant to the sales vp of Coca- 
Cola, Atlanta. 


. Such changes in the DMAA 
| hierarchy have been going on since 
‘1949 with “executive managers, 
executive secretaries, executive di- 
rectors and managing directors” 
‘and their mmediate assistants. 

Jane Bell, who had been execu- 
tive manager between 1936 and 
1948, and assistant manager Ed- 
| ward Hamil departed in 1949. Miss 
| Bell -ew operates Jane Bell Serv- 
ice. 

Frank Frazier, who had been 
promotion and advertising man- 
| ager of Lippincott Books, came in 
|as executive secretary in 1949. Mr. 
Frazier and his assistant, Albert 
| Slattery, resigned in 1953. Mr. 
Frazier is now with Willa Mad- 
|dern, mail list brokers. 
| William Henderson was his suc- 
uate, coming from the Air C 
\ditioning & Refrigerating Machin- 
/ery Assn., where he had been exec 
vp for 18 years. DMAA’s assistant 
managing director—a newly- 
|created post in the Henderson 
|regime—was Jack Lord, who had 
|been assistant ad manager of the 
Research Institute of America. 

They left after a year. Mr. Hen- 
| derson now is with the Parcel Post 
|Assn. in Washington. Mr. Lord is 
jan account executive at Howard 
Swink Advertising, Marion, O. 


|@ Mr. Rumage, managing director 
| for three years, resigned last Octo- 
| ber. He is now a direct mail con- 
‘sultant, His assistant, Mr. Jurist, 
\stayed through the first four 
‘months of the Burdge administra- 
|tion but offered his resignation 
this week. 

The job functions in the past 
‘eight years remain the same, al- 
though greatly expanded with the 
growth of direct mail. But the 
titles and names change more or 
‘less rapidly. . 


Ralph Smith Named A.M. 

Pittsburgh Reflector Co., man- 
ufacturer of fluorescent and in- 
candescent lighting equipment, has 
|appointed Ralph E. Smith Jr. ad- 
vertising manager. Mr. Smith, who 
joined the company in 1955, for- 
merly was sales promotion man- 
ager. 


Morris Joins McGraw-Hill 
James Morris, formerly a prod- 
uct engineer at Sperry Gyroscope 
Co., and General Precision Lab- 
oratories, has joined the sales staff 
of Control Engineering, McGraw- 
Hill publication, as district man- 
ager for northern New Jersey. 
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MILWAUKEE NOW 1,120,000 


IN THE NEW STANDARD METROPOLITAN AREA 
AS REDEFINED BY THE BUREAU OF THE CENSUS 


As a result of Milwaukee’s rapid growth 
since 1950, the Bureau of the Census has 
amended the definition of Milwaukee’s 
Standard Metropolitan Area by the addi- 
tion of Waukesha county, effective Novem- 
ber 1, 1956. 


The two-county area now has a population 
of 1,120,000 and 327,000 households, repre- 
senting a gain of 163,000 population and 
66,000 new homes since the 1950 Census. 


Effective buying income in the two coun- 
ties totaled $2,086,341,000 in 1955, and 
retail sales $1,379,420,000. Labeled the 
“Midwest’s Boomtown of 1956” by Seventh 
Federal Reserve Bank economists, Milwau- 
kee rates your close inspection for 1957. 


THE MILWAUKEE JOURNAL 


Read in 9 Out of 10 Homes in the Metropolitan Area 
Notional Representatives, O'Mara & Ormsbee, Inc. 
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Appliance Makers 


Bow to Dealers on 


Builder Sales, Stand Firm on Service 


Cuicaco, Jan. 15—Appliance, 
radio and tv dealers apparently 
have won a major degree of com- 
pliance from manufacturers, fol- 
lowing their complaints about di- 
rect sales of appliances to home 
builders. 

General Electric, Hotpoint, 
Westinghouse and Whirlpool-See- 
ger are reported to have reached 
agreements with dealers at the 
National Appliance & Radio-Tv 
Dealers Assn. meeting here this 
week to put minimums on the size 
of builder appliance orders they 
will fill. 

In addition, Admiral, Frigidaire, 
Kelvinator, Norge and Philco are 
expected to follow suit shortly. 


= Terms of the agreements 
reached vary with the different 
companies, but the pattern is sim- 
ilar to the agreement by Westing- 
house—not to sell less than 25 
units of a single type, or 50 units 
assorted, or 15 air conditioners to 
a builder at one time. 

An apparerit loophole that still 
bothers some dealers, however, is 
the absence in some of the agree- 
ments of checks against the flow 
of appliances through the builders 
back into the retail market. This 
occurs when a builder orders be- 
yond his needs and retails the un- 
used appliances at a price well 
below the dealer’s sales price. 


s But NARDA members didn’t 
finish their business here without 
hearing some blunt talk from one 
manufacturer about the relative 
value of builders and dealers to 
appliance manufacturers. C. W. 
Theleen, manager of customer re- 
lations, appliance and tv division 
of General Electric Co., told the 
dealers frankly that “historically, 
appliance dealers have neither 
been willing, anxious or able to 
take any great part of the respon- 
sibility of helping the manufac- 
turer introduce new and revolu- 
tionary items ...on the other 
hand, the builder has been ex- 
tremely willing, anxious, and able 
to help with this task and what 
he has done has benefitted all the 
industry, including dealers.” 


® On another facet of factory- 
dealer relations that has been irk- 
ing dealers—appliance servicing 
by factory organizations—the 
dealers didn’t fare so well. In- 
stead of hearing about factory 
concessions on service arrange- 
ments, as some had expected, the 
dealers were treated to solid de- 
fenses of present practices from 
General Electric, RCA and West- 
inghouse. 

Spokesmen for all three ex- 
plained why the factory service 
organizations developed in the 
first place (mainly to protect 
brand names), but went on to as- 
sure the dealers that factories are 
giving the dealers less competition 
in the service field than they 
think. 

Mr. Theleen explained that GE 
metropolitan tv service is avail- 
able in only 25% of the nation’s 
107 cities of 100,000 or more. GE 
service on white goods, he said, 
is available in 66% of these 107 
cities. 

GE distributors’ tv servicemen 
in the country, he added, total 
only 333—compared with the more 
than 100,000 other tv repair men in 
the field. 

Essentially the same point was 
made by Dan Creato, vp, RCA 
Service Co., who said that his com- 
pany does less than 10% ‘of the 
servicing on RCA tv sets, while 
the dealers’ service departments 
were handling over 90%. 


s Sharp criticism of the quality of 
dealer service was voiced by W. B. 


Creech, manager of major ac- 
counts, major appliance division 
of Westinghouse Electric Corp. 
Customer complaints about dealer 


about price, but they have com- 
poor and inadequate service. 


® The bulk of today’s sessions at 
the NARDA meeting was devoted 
to a subject presently near and 
dear to all retailers—declining 
profit margins despite increased 
volume. 

NARDA members took little 
heart in the appliance sales rec- 
ords chalked up in 1956 (22,000,- 
000 major appliances sold, about 
4% over 1955, despite slight drop 
in tv sales) or the bright predic- 
tions for 1957 (particularly for 
home laundry and air conditioner 
units) in view of the casualty rate 
among small dealers, many of 
whom have been badly hurt in the 
discounting shuffle. 

Statistics showing the average 
retail price of major appliances, 
particularly tv, over the past ten 
years, according to Mort Farr, a 
dealer from Upper Darby, Pa., 
clearly show a steady decline, a de- 
cline that automatically means 
lower profits. Prospects of a con- 
tinuation of this trend pose the 
most serious and pressing problem 
now before appliance dealers, he 
asserted. 


® In an analysis of what has hap- 
pened to prices and profits in the 
appliance field in the last decade, 
L. C. Truesdell, vp of the radio and 
tv division of Zenith Radio Corp., 
said that the post World War II 
decade of fairly easy sales has led 
many retailers away from good 
retailing practices. Dealers began 
to sell more and more on the basis 
of price, and in this, he said, they 
were pretty much led by manu- 
facturers who were producing 
merchandise with the same price 
factor in mind. 

In such an atmosphere of low 
price merchandise and “selling 
down” it was inevitable, he added, 
that a lot of manufacturers and 
retailers would get into the busi- 
ness for fast profits. . 


Spellman Leaving 
K&E for VP Post 
With Geare-Marston 


PHILADELPHIA, Jan. 17—Orrin 
Spellman, regional vp of Kenyon 
& Eckhardt and head of the local 
office since Oct. 1955, has resigned 
and will become senior vp as of 
Feb. 1 of Geare-Marston Inc., re- 
cently merged Philadelphia sub- 
sidiary of Ruthrauff & Ryan. 

Mr. Spellman will not be re- 
placed at Kenyon & Eckhardt, Ap- 
VERTISING AGE learned. Instead, the 
office will become a service office 
for RCA with a local supervisor 
and direction from New York. 

In his new job 
with Geare-Mar- 
ston Mr. Spell- 
man will super- 
vise all consumer 
accounts and will 
represent Ruth- 
rauff & Ryan 
directly. He also 
will be in charge 
of soliciting new 
business. 

At the same Orrin Spellman 
time it was 
learned that James Briggs, a prin- 
cipal in Geare-Marston and a vp, 
probably will move into Ruthrauff 
& Ryan’s New York office as a vp. 
Whether the Geare-Marston divi- 
sion will handle Yale & Towne or 


4 


do any work on the Sun Oil ac- 
count has not yet been decided. e 


service, he said, rarely have been | 


plained often and strongly about | 


ROME ARNOLD has resigned as vp in 
charge of sales of Market Research 
Corp. of America to form Rome 
Arnold & Co., 2225 Winnemac Ave., 
Chicago. The new company will 
specialize in consumer research by 
mail, using family panels. 


Callahan Succeeds 
Katz as President 
of Doeskin Products 


New York, Jan. 17—Emanuel 
Katz, with Doeskin Products Inc. 
for 23 years and a leading advo- 
cate of fair trade in the tissue busi- 
ness, this week resigned as presi- 
dent of the company. 

He is succeeded by Roy H. Cal- 
lahan, elected president and direc- 
tor of the company. A retired 
admiral who has been a lawyer in 
civilian life, Mr. Callahan is pres- 
ident of Olean Industries Inc. 
Olean is a subsidiary of Swan- 
Finch Oil Corp., which owns con- 
trolling interest in Doeskin. 

According to Board Chairman 
Lowell Birrell, Mr. Katz’s resigna- 
tion was “for personal reasons” 
and “will not alter the company’s 
marketing policies or personnel.” 
He said the company’s policy of 
fair trade for retailers and whole- 
salers would be unchanged. 

Vps Raymond F. Marcus and 
Grant P. Stinchfield are expected 
to be the top executives in the 
company’s marketing operations. 
Others on the team include James 
P. Costello, merchandising and ad- 
vertising manager, and Robert J. 
Katz, assistant advertising and 
merchandising manager and son of 
Emanuel] Katz. 


s For the past five years, Mr. Katz 
{elected president in 1951) has 
waged a valiant battle, primarily 
against International Cellucotton | 
Co., by waving the fair trade ban- 
ner aloft to entice retailers to push 
Doeskin. By and large, his antics 
have been somewhat brushed aside 
by the Kleenex maker who, offici- 
ally, takes little cognizance of the 
upstart. 

Doeskin reputedly has about 
10% of the tissue market, a long 
wipe from first place Kleenex, es- 
timated to control something like 
45% to 65% of the market. Scott | 
tissues are in second place with 
an estimated 25%. After Doeskin 
and a few others like Pond’s, the 
market share is divided among 
private brands like Atlantic & Pa- 
cific’s Angel Soft and regional! 
brands like Crown Zellerbach’s Zee 
and Chiffon. 


The tissue business has under-| 
|gone turbulence recently on the| 
| price front. In October, Kleenex | 
| boosted its case prices from about | 
| $7.80 to $8.64, but two months later 
| dropped the price to $7.95. The fact 
that Scott Paper went along with | 
the boost, but only to a modified | 
degree, is thought to be the reason 
Kleenex partially changed 
mind. 


skin announced a price reduction 
in its tissues from 35¢ to 29¢, a re- 
packaging job and new merchan- 
dising program. 

The recent Charmin Paper Mill 
purchase by Procter & Gamble may 
be another sign of even tougher 
competition in the days ahead. e 


|@ These are among the highlights 


its|85% of the households equipped 


It was during this time that Doe- tral, 79%; West, 75%, and South, 


Amm.-i-Dent Infringed | 
Patent, Court Rules; 
Damages Will Be Set 


Cuicaco, Jan. 17—The U.S. court 
of appeals yesterday upheld a low- 
er court ruling that a dentifrice 
patent assigned to the University 
of Illinois Foundation had been in- 
fringed upon by the Biock Drug 
Co., Amm-i-Dent Inc. and the 
F. W. Woolworth Co. 

The foundation’s suit against the 
three defendants was tried in U.S. 
district court, Danville, Ill. The 
suit was based on the sale of tooth 
paste under the trade name Amm- 
i-Dent. 

The court ruled that the defend- 
ants had infringed upon the foun- 
dation’s patents, which had been 
assigned to it by Dr. Edward C. 
Wach, a retired University of Illi- 
nois professor, and Dr. Robert G. 
Kesel, professor of dentistry at the 
school. 


® During the trial it was brought 
out that the defendants had man- 
ufactured and sold $28,000,000 
worth of the dentifrice. Charles 
Merriam, attorney for the founda- 
tion, said that the case now will 
return to the Danville court where 
damages will be determined. 

The court held that both Dr. 
Kesel and Dr. Wach were entitled 
to priority over Mr. Henschel, since 
the parent patent application of 
Dr. Kesel and Dr. Wach was filed 
Jan. 9, 1947, and Mr. Henschel’s 
application was filed on Feb. 27, 
1947—49 days later. * 


TV Homes Increased 
5,000,000 in 14-Month 
Period, ARF Finds 


New York, Jan. 18—U. S. tele- 
vision households are steadily be- 
coming multiple-set families, with 
5.5% of tv households having two 
or more sets as of August, 1956, 
compared with 3.5% in June, 1955. 

In the 14 months between these 
two periods, television’s circulation 
fanned out to include 5,000,000 new 
tv households. This gain is equiv- 
alent to the total number of tv 
homes in this country in 1950. 

Approximately 82% of the 
husband-wife households defined 
as married couples living together 
have tv sets, compared with 57% 
in all other households. 


of the third Advertising Research 
Foundation report on tv penetra- 
tion released this week. The data 
were obtained in an August, 1956, 
survey by the Census Bureau. A 
fourth survey is set for April. 

As of last August there were 
about 24% of the country’s house- 
holds in the non-tv category. The 
other 37,410,000 were tv owners 
and among them they owned near- 
ly 40,000,000 sets. 

The metropolitan areas continue 
to maintain a higher video pene- 
tration level, ARF said, with rural 
nonfarm sections next and rural 
farm households last. 


® Understandably enough, since 
they were farther behind, the big- 
gest gains in tv penetration since 
the last ARF scrutiny in June, 
1955, were scored in the rural 
areas. Urban area set penetration 
increased about seven percentage 
points, while rural nonfarm areas 
gained 12 points and rural farm 
sections 15 points. 
Geographically, tv’s densest con- 
centration is in the Northeast, with 


with tv. Next were the North Cen- 


| 65%. 


| America, 


Philco ‘Monopoly’ 
Suit Adds to RCA 
Anti-Trust Woes 


New Charge of Forced 
Sale of TV Station 
Crops Up in Complaint 


PHILADELPHIA, Jan. 15—Philco 
Corp. has filed suit in federal court 
here charging Radio Corp. of 
General Electric Co., 
American Telephone & Telegraph 
Co. and two of AT&T’s subsidiaries 
with violation of the anti-trust 
laws. 

The suit asked the court to 
award Philco treble damages total- 
ing $150,000,000. It also asked the 
court to enjoin the defendants from 
conspiring or entering into illegal 
agreements. 

Basically, the Philco suit charged 
the defendants with monopolistic 
practices in the operation of the 
RCA patent pool in radio, televi- 
sion and other phases of the elec- 
tronics industry. 

In 1954, the Justice Dept. filed a 
similar suit against RCA, contend- 
ing that the RCA patent pool and 
patent licenses are in violation of 
the anti-trust laws. The suit is 
now pending. 


® Specifically, Phileo contended 
in its suit that on April 29, 1946, 
David Sarnoff, then president and 
now board chairman of RCA, se- 
cretly intervened to prevent GE 
from executing a royalty-free 
cross-license on patents with Phil- 
co. 
Another charge in the suit was 
that RCA forced Philco to sell its 
television station, WPTZ, in this 
city. Philco claimed that it was 
forced to sell its station to West- 
inghouse or lose its NBC affilia- 
tion. (Westinghouse then owned 
radio station KYW.) 

Ironically, the Justice Dept. re- 
cently brought suit against RCA- 
NBC on charges of doing the same 
thing to Westinghouse a couple of 
years later (AA, Dec. 10, 55). Last 
year RCA acquired Westinghouse’s 
Stations here in exchange for 
NBC’s Cleveland stations and some 
cash. It was able to do this, said 
the government, by a threat that 
otherwise it would cancel some 
Westinghouse affiliations with 
NBC and withhold some others. 

Philco charged that the entire 
field of electronics has been divid- 
ed among the conspirators, who, it 
said, enjoy monopolies in their re- 
spective industries—but it cen- 
tered its fire on RCA. 


® For example, the question of 
color tv: 

“RCA’s persistence in offering 
its color television sets for sale, 
despite the fact that they are not 
perfected, and persistence in ad- 
vertising that RCA has pioneered 
and developed the compatible col- 
or television system, has substan- 
tially lessened Philco’s sales of 
b&w television sets, with conse- 
quent loss of profits. 

“RCA has used and is using its 
monopoly position as the licensor 
of the electronic communications 
industry to eliminate Philco’s com- 
petition in color television by 
charging unreasonably low prices 
for its approach to color television 
sets and picture tubes. Philco is 
threatened with irreparable loss 
and damage to its own superior 
color television system.” 


® RCA issued a statement denying 
the Philco charges and countering 


Here again the areas which had 
\lagged in tv scored the biggest 
growth in tv penetration. Between 
June, 1955, and August, 1956, the 
South and the West increased their 
proportions of tv households 12 and 
‘13 percentage points respectively. e 


with some charges of its own. It 
asserted that “the obvious purpose 
|of the litigation was to throttle de- 
velopment of color television by 
reiteration of unfounded charges 
made in other pending and unde- 
cided cases involving RCA.” e 
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3 boosting advertising readership 


MACHINE DESIGN changed its publication 
schedule from 12 to 26 issues per year in 1956. The 


reason: to serve readers better, give them more to 
read, give them a wider variety of information. 


Now, after almost a full year of per- 
formance records on the new schedule, 


MACHINE DESIGN reports: 


The change in publishing schedule was a big step 
forward. It boosted readership higher than ever. 


But to MACHINE DESIGN’s editors, the new 
schedule is only a foundation on which to build 
more and more readership with more and better 


service to readers. 


Advertisers in MACHINE DESIGN are in line 
for still more benefits. 


Gog 


A sweeping new increase in service to readers is 


in MACHINE DESIGN to record highs 


vom «MACHINE. DESIE 


STARCH: 50% Higher 


STARCH “Read Most" scores for 
advertisements average 50 per 
cent higher than last year. “Noted” 
scores are up 30 per cent. 


AD-GAGE: 55% Higher 


INTEREST in the average full page 
black and white ad—measured by 
MACHINE DESIGN’s own AD- 
GAGE method — is 55 per cent 
higher than the average in 1955! 


INQUIRIES: Up 153% 


Reader response, in the form of 
requests for helpful literature, re- 
quests for information about new 
parts and materials, and inquiries 
stimulated by advertising, has in- 
creased 153 per cent. 


for outstanding readership 


publication 


Penton Building, Cleveland 13, Ohio 
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4 A’s Lists Pointers 
on Special Issues 


of Business Papers 


New York, Jan. 15—A list of 
points for advertising agency 


The report was drafted by the|al publications not members of 
Four A’s committee on business | those two groups. 
publications and approved by the 
operations committee of the asso-| Gorin to Barnes-Chase 
ciation’s board of directors. It is| Jerry Gorin, formerly of Roy S. 
intended as a reminder to media|Durstine Inc., San Francisco, and 
buyers of the many factors to be| Bozell & Jacobs and Miller & Co., 
taken 


Cal. 


Francisco Bay area initially. 


Phillips to Dealer Display 


O. A. Hallberg & Sons Co., Graton, | Doyle & Hawley Adds One 
Hallberg markets Redwood 
Empire apple products and will 


launch a campaign in the San Press, Pontiac, Mich. 
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Doyle & Hawley, San Francisco, 
has been named to represent the 


If you haven't gone 


into consideration when| both Seattle, has been named San 
people to consider in evaluating | dealing with special issues. Francisco manager of Barnes- 
special issues of business publi-| Copies of the report are being|Chase Co., to succeed John R. 
cations has been released by the | distributed to business publishers | Markey, who has joined Hixson & 
American Assn. of Advertising| through Associated Business Pub-| Jorgensen Inc., Los Angeles. At| ager of Dealer Display Products 
Agencies. lications and National Business| the same time, the agency was ap-| Inc., same city, maker of point of 


The points covered are| publications, and also to individu-| pointed to direct advertising for | purchase merchandising displays. 
grouped under ten headings: 


1, Editorial Content. “In eval- 
uating special issues,” the re- 
port says, “quality of editorial 
content should be of primary 
consideration. Does the issue 

5 clearly provide extra service to 
the reader?” 

2. Arrangement of Editorial 
Material and Advertising. 

t “Careful investigation is war- 
ranted to see that editorial ma- 
terial and advertising are 
arranged so that the advertise- 
ments will have a good chance 
of being seen by interested 
readers. In a special issue of 
the directory type, it is highly 
desirable that advertisements 
appear on the same page or on 
the page facing an appropriate 
classification of listings.” 


Jerry Phillips, formerly of the 
San Francisco office of O’Mara & 
Ormsbee, publishers’ representa- 
tive, has been named sales man- 


GO TO YOUR NEWSSTAND 


in motorized San Diego! 


® 3. Reference Value. “Will the 
issue contain data giving it ref- 
erence value and longer life 
than regular issues?” 

4. Circulation Premiums. The 
report points out that publishers 
sometimes use a special issue as 
a “circulation premium.” The 
point to check, the report sug- 
gests, is whether the publisher 
has “furnished information from 
which it is possible to deter- 
mine whether the additional 
circulation obtained as a result 
of the ‘circulation premium’ is 
a sound investment in terms of 
the advertiser’s normal adver- 
tising objectives.” 

5. Additional Circulation. Ad- 
ditional circulation claims for 
special issues should be checked 
both as to quantity and quality, 
the statement says. 

6. “Convention-by-Mail” 
Coverage. Such issues, the re- 
port says, “may be of value to 
advertisers unable to exhibit at 
trade shows, but careful inves- 
tigation is warranted. How will 
the issue be circulated? Is the 
editorial material exclusive, or 
is it largely made up of press 
handouts?” 


® 7. Special Feature Issues. 
Feature issues which treat a 
single topic at length may have 
merit for related advertising, 
the report says, but investiga- 
tion of the total issue is neces- 
sary. Is the subject matter of 
sufficient importance to justify 
the space? 

8. Celebration Issues. Special 
issues devoted to an advertiser’s 
new factory, 50th anniversary, 
or the like, should be examined 
&§ with particular care, the report 
’ says. “Advertisers may feel they | 

ought to appear in such issues | 
to insure good customer rela- 
tions. If so,” it adds, “they may 
consider charging the cost to} 
sales expense rather than to the | 
advertising budget.” 

9. Closing Dates. The report 
& A notes that the Four A’s has rec- 
ommended in the past that, 
wherever possible, publishers 
make the closing date for spe- 
cial issues the same as the clos- 
ing dates for regular issues. 


= 10. Rate Inducements. Extra 
issues without special features 
for the advertiser deserve care- 
ful consideration by media buy- 
ers, the report says. In many 
cases publishers regard these is- 
sues, a 13th issue of a monthly 
publication, for example, as 
outside the regular schedule and 
therefore not to be counted 
toward earning a six or 12- 
time rate. 


380,000 as of January 1, 1957* 
129% more than January 1, 1947 — 


More automotive sales than Seattle, Fort Worth, Mem- 
phis, New Orleans or Columbust 
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WRATHER-ALVAREZ BROADCASTING. INC 


SAN DIE 


America’s more market 


Edward Petry & Co., Ine 
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There are more people making more, driving more cars 
and watching Channel 8 more than ever before. 


® Patten-Holloway Services—California Department of Motor Vehicles 
t Sales Management May 1956 Survey of Buying Power 
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211 W. WACKER ORIVE, CHICAGO 
39¢ FALE AVENEL, SES YORE 


Pane es ie. ae A SA ee yA po eae ays | | MS sc la ia a ct a Ne gag es | ene ers eee ee Pa EL Sem Sn Rte ee RS oe A: ee ual. st asl ance tel er 5 aie 
A at ee es a ee fie 1 ue Fe ON ce oe i Ee aa Cte eee es Ze ae ae a pe ae ea eee ip ae eee a See See foo no Pee ee 6 iw ae et 2 ene 
"at Bee Re 2 Saepenaaee amare i Sea eo eee Peres ee ee ee ee ee ee nia a ee Se, eee SSeS ae 
rE eS ee eT a ae a ee a a rT eee 
De en sc ie Nee i) oe ee 2 ee = 9 a s Ou, ee ee : : aii saa) Ee Re ag ; cS ge SOI RRR neue eee ae, Fs NS - RR ae ames? een ce ae ae eae 
a: ; : : : : : ge eneninc mon cepneal ue fer ye : i aire ea ee pes Petes ee oe Pet 
Sat ; 3 : oa sans ; sini a — oe 
ee . —_ e So ee ag | RRS act coe - < 
oF 
poi 3 
i : oN eRe ; : 
ce 7 : 
os ; aie i 4 i i’ 4 
ects . . 2 ae st “= ; Y Et oO = 
sie . i 4 7 7 ; ¥ | 
aged A, n ot e ; or " : i eS ae . 
"ae $ Pc ? Sau ‘ o ° bass : 
pa . $ J = % # 
ft 7 “4 : ; : f 
) ers sgl , me ve a See Bes . 
as iene a] + Tok 1: & 
- ‘ d = meee : eee . , ae ae 
; : y ‘ ' ¥ ise PTA . 3 ae a joke eae a i 
- «4 > a —s . 
ve = } ma oe ‘ S| fit; 3 
ace 7 : ~ ‘ 3 a Hi - Ai og ao Pee ka e 1 
nace NM q a i ‘ _ | hadnt a — 
LG ke . re ‘ i ee ; ae et a ae 
ve ; ' "4 : ° be A = a et SP pas aie 
pe *) a) = a = alll ¥ ‘ a 5 
ines : > 4 | rae 
= ey ‘ i 7 Nee be y 
- , 4 ‘ | : \ ' : Se ery » F\ a >A 
ee o- ’ i q ; ri , r Se ia 
7 ’ 4 ra Fail a “ co —_ a be: € ‘a ; 
“a ¥- 1 , { i je, wae Mh ae 4 Pe 
oe = ae Y, : i ih .} v “ ' 
am Ponto 8 " “ ] . f < 
tT out wee wae \ oe Lt > Le £ : 
f; LA 2 : - s PM . A ae At ey F > ey = y 
we =  —_—, a j a @ | tf AF, ag - ‘ r 
ae a i y. * ££ , ~ o a" Ma \ > x tis , fs 
: . 5 i gt ‘ —* Pes i :) 4 | iBiha { he Le. y 4 a 
sum : 4 ' ie 
ce & y J , = - ‘ i OO ne in, 4a / . j ~ e 
- ee —a = ie Es toe J I f hn % j - 
ee | SS Rae, fee ‘Bg UL a, i of és 
ee ee Tao oe ame * Lal . eee > . ; ; i 
eee i 4 a <r As ee” tS 4 | My He ™ - P. } ee } j 
eae Pim f > eee se = : - * ~ i - b isntk +} a 
ett + wl eee aie Se WH | = ; “2 ———— — 
a 5 ; &£ a ij “gesy 4 | ipieminements . \ re 
ae, aw ‘ame ~ j pets < Rieke —— > ; 
: — £ j wth » -~ — ——— y ‘% 
* z. ST ge — <a : ——— — -— =, 4 oe } : 
ae 7s “i * _ r\ ‘ew! 
oer - ~ ee so ~ : ~, : 
Sebi . ; ’ ~ . - i « i TY: 
neers Seg Bis ie pene: Hiker els é ie rm ~ 
oor ee -v i: : i : 4 ‘ 
s c a. a * a‘ a 
A aan ae ; ; ’ ‘ a { j 
Soa ; a ; : 
ya ce - ‘ . 4 ¥ 
a. L b e [RPE * 
ane 5, 5 al 4 ‘ae ‘ % : . 
4 i gies cs : x, 
vista ae 
ire 
ae ; 
BE fic =a 7 
iia. ; : Pees c, i, ea Se : ee ° rh 
oe ‘ ms et ey 
ee ; a 
ees ; i een aemeeae! yen, a 
Pa eae, &: : os 
perm 7" tr & £ / fy 
Sa ae F : 3 ai 
ne ate i = ; ‘ eS : oa 3 a ' ‘ "9 
o i: ane ; o x 
pe Meg 8 oo: € ¥ 
eo a one 7 a ; ’ : 4 oc 
eG eee . ha ; : 
ae : a 
ie eae fe] 
em = 
€ eat he 3 et 
pee a ze 
aoe foe pee 
x ‘: oan er 4 a ¢ ; 3 ; 
or Re Sie - ek é ; a : rie ; 
‘ : ‘ { : - ‘ie * ry 4 ta 
Si " " q ‘ : > ; ’ ‘ « ¥ 3 sf d % r 
aie ; a : ‘ » J 
Sore se d i < T = pas ie 
5 ign 2 F ’ x ; . ‘ f ah 5¥ aos ee . ‘3 ; : air. 4 
Oe eas ae b, . 2 d " s J ie. ~3 a 5 eg 
sree *: a “3 p. : i 3 7 ia r r & 
i : ae eo ale. ge - ‘an 
7 : piae. Ec . 
ges Growing ie ua a ae 
ig! Wey, —— “ lag hag - _ a Pe 
a ss a ee eRe | we ay & figs == a : a " r — 
ag 3 we 6 Se Bs wa ‘Fe OE sh a aa f 
ah Ppt tes 8 ae TEE 8 Bowe Mei ms 
me chulackeclodlg inte, | anaes és 
A : , ry te Se at = tea gee ; 2 ad ° ~ Ss ae ¥ ha = 
ai it a. =e bok he qe Hoge Se 1‘; 8 
Z ; EE Ss “| Bs oS ay * 1 ae YD Peek Si 2 ae : ie 
, ; : ae See a Picea F =3 pe 
i a i a alae a eaten Me Me i a ae “<5 aie tata Ne i ee ee eee Ae ee Or et er ee ee 
i gt Re Ce eae ea ype a ge eee eee OR ig UES oe iy ge A pee ONG Une CN he Bark yc phe gees a es ee) ie Se oe oe ee eee 
(pie fos eR Sila yes me eT doen Fe eh es ce Oe ae Sue gene ae i Ee ive aot ee als on oe ee ieee eel lay a pene es ines mare | ARE ae * ee te ea 
Bey amaiie ym tee Cah ewer Ags yee a eae RES WET ED, < ont GREGOR per Ae i Slama naa teats ou GE fan NE AS Ue I yl ge Me Ri age Me” en oc ae Sn ce Ta a SO iat a er RRA POT See iii ech enemy 02 lag ret meee oD a ee ane ne ihe eS ee a 
eee es. ee ee ne ee ee ee ge ated Be PA ate ee Sh Con Ane de ene a ee |e ee i ie tee eee oe ee ek | orn, iy nee ec dee, ee eee een Qe Ro die, ena Sate” Rie Oe 5 a a 
- ee ae A es Cr ee ate oe hes a. Sf haute SSE E 2 peel oa Cee : aa ee se oe ne lig ee See ety ere ore 2 ee vor oaea Sg A ints 2 ee gd ee ee, Se es chee ee eR ts oo 
aoe Bg 4 = = spepepeate rae ee a ylts Sag heh’ es ee Seat es aa 9 oa oh aaa ce eS ave Bl wa wines i oe ee Se eee ee e =, £3 ie we as se ae a aes f eee oh eee spines & oe wee a pees ae aaa, =i ea ae 
ee ee 6 6 r + ee “ ates i. gto ae eee et eee Sectigy ict cues a , ae ¥ ates oa: ates BEd = te 


HERE’S WHY: 


In the City of Chicago...more people under 45 read the Sun-Times than 
any other newspaper. 


And this young family market is the biggest and “buyingest” market by far. Chicago's retailers know this . . . that's why 
The Sun-Times has surged up to second largest newspaper in total retail lina e: —\cading esber evening newspaper. 


In the Chicago area...the Sun-Times—Tribune combination delivers greater 
coverage and more unduplicated circulation than any other 2-paper combination. 


No single Chicago daily newspaper covers even haif the marker. That's why it kes 2... and for hest results, 
the right 2 must include Chicago's Young Family newspaper, The Sun -1 mcs. 
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Magazines Are Still a Potent Medium 


The demise of Crowell-Collier Publishing Co. as a publisher of 
magazines seems to have led to some highly exaggerated reports of 
the death of the entire magazine industry. 

No one can or should shrug off the lesson that the Crowell-Collier 
situation so forcefully and so tragically demonstrated. And no one 
can or should:shrug off the fact that the magazine business is now 
a business filled with harsh business realities—in which success is so 
far from being assured that it is painful, and in which the profit 
margin seems to be shrinking rapidly. 

The days of plush, lush publishing—in terms of profits that make 
speculators’ mouths water—is pretty much gone from the magazine 
business, although we can call the names of at least two sensational 
magazine publishing successes of the past two or three years, right 
now. On the whole, profits and profit margins are relatively slim, 
and books in crowded fields are not likely to be making money un- 
less they are reasonably close to the top of the heap. 

Despite all this, it is definitely premature to count magazines out, 
either as purveyors of editorial content or of advertising messages. 
While American, Collier’s, Woman’s Home Companion and Town 
Journal all faded from the scene within the past six months or so, it 
is at least worth mentioning that 1956 was a record year in terms of 
dollar advertising volume for general magazines, and that a very 
considerable number of magazines set new advertising and circula- 
tion records during that year. 

The fact is, of course, that magazines as a whole are under the 
same kinds of pressure as, for example, department stores have 
faced from discount houses and farmers’ markets in recent years. 
Conditions have changed sharply in recent years, and only those 
magazines which have been able to adapt themselves to the problems 
of the moment—and the opportunities—have survived and prospered. 

The number of such survivors, even though it is smaller than we 
might like to see it, is still substantial. And the number of survivors 
and recent entrants in the magazine field will certainly compare 
favorably with almost any other industrial grouping, where the same 
process of reduction in units by way of mergers and discontinuances 
has been going on at a merry clip. 


Action on the Agency Front 


It is difficult to deny that all sorts of things are happening on the 
agency front. Last week the news columns of this publication carried 
a report that Raymond Spector, chairman of the board of Hazel 
Bishop Inc., is planning to sell his advertising agency, Raymond 
Spector Co., of which he is president and treasurer, to its principal 
client—Hazel Bishop Inc. And a page or two over was a considerable 
story about a Kayser contest, notable in this connection only because 
425 Advertising Associates, the Kayser agency, is a frankly avowed 
house agency, set up after the Justice Department consent decree 
was signed. 

Mr. Spector’s plan to sell his agency to his client makes us think 
that he may have been reading Gerard Lambert’s autobiographical 
book. Mr. Lambert recounts how he made $500,000 or so yearly han- 
dling Lambert Pharmacal Co. advertising at Lambert & Feasley, 
which he owned 100%, until he finally sold the agency to its client 
for a very substantial sum. 

We mention Mr. Lambert not only because it was only a few 
months ago that he detailed this transaction in his book, but also 
to make a rather important point—that the “unconventional” moves 
being made on the advertising agency front are not really as new- 
fangled or as startling as they may first appear. The only new thing 
about them, really, is that they are made so openly. 

Agency-client patterns will change as a result of that consent de- 
cree, we are sure, but nothing that has happened so far has caused us 
to change our original opinion that the changes will generally be 
modest and evolutionary—and not revolutionary. 
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—Warren R. Dix, Fuller & Smith & Ross, Cleveland. 


“He got so mad at an article they ran, he told them, ‘Take me off 
the free list!’” 


What They're Saying 


‘Intangible of Publishing’ 

A tragedy occurred just before 
Christmas. Two old and respected 
magazines, Collier’s and Woman’s 
Home Companion, suddenly gave 
up the ghost. In many quarters this 
was a shock but not a surprise. 

What happened?... 

The month before this tragedy 
occurred I gave in one of these let- 
ters a list of 33 magazines used to 
advertise Kellogg’s Corn Flakes in 
1911, and counted only nine that 
were still alive. “Including,” I re- 
marked, “a couple that are really 
dead on their feet but don’t know 
it.” Oh my prophetic soul! Now 
there are only seven... 

Anyway, we cara draw some con- 
clusions. For one, circulation, per 
se, doesn’t mean much. These mag- 
azines, and American, folded some 
time earlier, had millions of circu- 
lation. That means copies going out 
to presumable readers. Moreover, 
it was paid circulation. That means 
that someone paid something for 
each copy so circulated. 

Apparently that wasn’t enough. 
As I have previously remarked, it 
isn’t circulation until it circulates. 
What happens after the magazine 
reaches the reader, and again, after 
he begins to read? 

That’s the thing we call editorial 
impact or editorial virility. That’s 
the great intangible of publishing, 
greater by far than any of the tan- 
gible things, such as circulation, 
rate per thousand, volume of ad- 
vertising and all the rest of the 
things by which publishers and ad- 
vertisers attempt to measure pub- 
lication values. 

Favorite alibi, when a magazine 
begins to slip, is to lay it onto the 
sales department. We know that 


has happened in Crowell-Collier. 
“Nothing wrong with the business 
that wouldn’t be cured by more 
sales or more aggressive selling.” 
Heard that before? 

Too often it’s forgotten that the 
most important thing in selling is 
the thing you’ve got to sell. . . 

—R. O. Eastman, in the bulletin pub- 


lished by The Eastman Research Or- 
ganization, New York. 


The Teen-Agers Take Over 

Teen-agers used to be told what 
to think. Now swarms of motiva- 
tional researchers are going around 
asking them what they think. One 
fellow has made quite a thing of 
this, calls himself the George 
Gallup of the teen-agers. He says, 
proudly, so help us, “Parents 
generally have little resistance or 
protection against youth’s bom- 
bardments. Thus, with parents 
rendered helpless, it becomes evi- 
dent that youth is the market to 
reach.” 

Apparently, this same man is re- 
sponsible for the Army switching 
its recruiting sell. Used to rely on 
the call of adventure. No, said the 
researchers, the kids want security. 
So now the Army ads say, “Retire 
at thirty-seven.”” Unquote. Period. 
Groan. 


~—From Eric Sevareid’s CBS Radio 
broadcast, reproduced in The Reporter, 
Dec. 27 issue. 


English as She Is Writ 

“As reported by Miskole offi- 
cials, women laid down in the 
roadway to halt the movement of 
Soviet tanks.” (Nov. 2) Down 
isn’t laid, it’s plucked from a duck. 


—“Winners & Sinners, a bulletin of 
second-guessing issued occasionally 
from the southeast corner of The New 
York Times newsroom.” 
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Rough Proofs 


“Sassy” is a new kind of beer 
that can taste like a cola drink. 

The idea is that if you aren’t a 
sissy, you’ll ask for Sassy. 


“Pipe smokers live longer,” 
gests Kaywoodie. 

Maybe they have to light so 
many matches during their in- 
cense-burning careers, it only 
seems longer. 


sug- 


In view of all the litigation now 
under way, it seems about time to 
ask who’s who in “Who’s Who in 
America.” 


So many Crowell-Collier ex- 
salesmen have been taken on by 
other leading publications, they 
must have had a pretty good bat- 
ting average in the magazine ad- 
vertising league. 


In spite of the tax on Canadian 
editions of American publications 
having been put into effect, Mary- 
land legislators have decided not 
to go ahead with that bill banning 
foreign brewers from the Com- 
monwealth. 


Product Engineering says that 
today, more than ever, design en- 
gineers are doing big things for 
products and people. 

If it’s possible to redesign peo- 
ple, why not give every gal a 
shape like MM? 

+ 

A research bureau that found 
only 19% of Milwaukee families 
interested in color tv may not have 
made it clear to interviewees that 
their favorite amber fluid would 
be presented on the screen in all 
its pristine glory. 


“Retailers are not making full 
use of advertising, Kindler tells 
NRDGA.” 

Like that famous farmer who 
admitted he wasn’t farming nearly 
as well as he knew how? 


Since H. J. Heinz has committed 
itself to promotions of the 57 Va- 
rieties built around this year of 
grace 1957, it’s hoped that no eager 
product development man will in- 
sist on making it 58. 


The State Department’s attitude 
toward Israel in the Suez hassle 
had nothing to do with the cover 
headline printed by The Reporter, 
“Our Gentile Foreign Policy.” It 
was a typographical error—should 
have been “gentle.” 


When copywriters for Motion 
Picture Advertising Service say 
you can address “a captive audi- 
ence comfortably seated with eyes 
glued to the screen,” it’s obvious 
they’ve never seen a kid audience 
at a Saturday matinee. 


Holiday cigaret is offering pre- 
miums on the instalment plan, 
with token stamp payments win- 
ning the prize. 

That’s fine if the smokers keep 
on smoking—otherwise the manu- 
facturer burns. 


Copy Cus. 
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Reader interest guides make-up of this 
“showcase”’ page. Its neat, crisp format 
draws and pleases the eye. Dramatic head- 
lines and pictures add impact to a thought- 
ful balance of news from city, nation 
and world. 


Look further . . . through the rest of The 
Inquirer . . . and front-page impact meets 
you at every hand. Into every page goes 
the same painstaking attention to an emi- 
nent newspaper’s prime responsibilities . . . 
to inform, to aid, to entertain. Reader 
loyalty is both aim and achievement. 


What accounts for 


the nation-wide eminence 


of The Inquirer ? 


Look Beyond the Page Where 


Your Advertising Appears 


na 


for example, look at The Inquirer’s Page One 


The transfer of such loyalty from editorial 
matter to advertising columns takes place 
regularly, effortlessly, seven days weekly. 
Certainly a look beyond advertising will 
prove The Inquirer’s effectiveness on your 
next schedule. 


This view has moved more advertisers 
to place more linage in The Inquirer 
than in any other Philadelphia news- 
paper... and in 1956, The Inquirer 
published the largest volume of adver- 
tising ever carried by any Phila- 
delphia newspaper. 


The Philadelphia Prguirver 


Now in its 24th consecutive year of total advertising leadership. 


Exclusive Advertising Representatives: West Coast Representatives: 


NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD I, KRUG FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES po ae 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 155 Montgomery St. 3460 Wilshire Boulevard a wa 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 Garfield 1-7946 Dunkirk 5-3557 aed 


MEMBER: METROPOLITAN SUNDAY NEWSPAPERS « FIRST 3 MARKETS GROUP 
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Your Net Unduplicated 
Coverage Is 


IF YOU USE... 


LHJ + McC + GH 10,680,675 


LHJ + Mcc + TSWG 12,020,566 


instead of GH 


LHy + TSWG + GH 11,324,991 


instead of McC 


TSWG + McC + GH 10,994,412 


instead of LHJ 


AND...THE COVERAGE YOU 
Sources: Compiled from Starch, 1956; SRDS, Kemp Audience Study vi TA L 7 D IFFER EN T ' 


‘Yes, the TSWG market is DIFFERENT! — 


of TSWG primary homes are not reached by any or all of the 3 major 
Women’s Service Magazines 


of TSWG primary homes are not reached by any or all of the 3 major 
Weeklies or Bi-Weeklies 


of TSWG primary homes are not reached by any or all of the 3 major 
Store Magazines 
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455 1,339,891 ADD $2,315 


644,316 SAVE 2,085 


GAIN IS IN THE 
WAGE-TOWN MARKET! 


Circulation: 6,264,659 ** 
and Reporting 32 months 
of consecutive REVENUE GAIN 
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L.O.F. Glass Names Bailiff Cole Joins Network 

Robert T. Bailiff, formerly a| L. C. Cole Co., San Francisco, 
customer service assistant, has|has been added to the membership 
been appointed sales promotion | ‘of the Trans-America Advertising 
manager of L.O.F. Glass Fibers| Agency Network, bringing to 21 
Co., Toledo. the number of member agencies. 


Excerpt from Starch 51st = 
Consumer Magazine Report: = 
— = 


Magazine households surveyed own 
one or more automobiles. Each 100 
lls Magazine households own 
122.4 automobiles. In the car 


ownership classification, The 
Elks Magazine leads all others 
appearing in the report. 


1,176,014 Elks comprise a mass market 
with class incomes the median of which is 
$6,050. The Starch 51st Consumer 
Magazine Report gives the complete picture. 
Just write or phone to see a copy. 


THE MAGAZINE 


New York - Chicago - Los Angeles + Portland, Ore. 


Petroleum Institute Names 
Two to Promotion Posts 

The American Petroleum Insti- 
tute, New York, has appointed 
Donald R. Skahan director of 
creative activities and Floyd F. 
Ackerman advertising supervisor 
of its Oil Information Committee. 
Mr. Skahan has been with the in- 
stitute since 1951 as production 


Floyd F. Ackerman Donald R. Skahan 


supervisor. Mr. Ackerman joined 
the institute in 1953 as supervisor 
of the employe information pro- 
gram and a year ago also assumed 
the responsibilities of the film 
program, both of which he will 
continue to supervise. 

Peter T. Mulhare, formerly as- 
sistant advertising manager of the 
Italian Line, has been named to 
succeed Mr. Skahan as production 
supervisor. 


Kimball Co. Names Spasek 

Edward Spasek has been ap- 
pointed manager of the San Fran- 
cisco office of Maurice A. Kimball 
Co., West Coast publishers’ repre- 
sentative. Most recently with Bob 
Wettstein & Associates, Mr. Spasek 
will be in charge of northern Cal- 
ifornia sales and the states of 
Oregon, Washington, Idaho, Utah 
and Nevada for Kimball. 


Wexton Adds Reeves 

Reeves Soundcraft Corp., New 
York, has named the Wexton Co., 
New York, to handle its advertis- 
ing. The account was previously 
handled by G. M. Basford Co. 
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used this unique | 
counter display 
to introduce new 
liquid Clusivol 
and a free 
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Alpha designed and 
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Litho in full color process 
WO, "" wide x 22'/;"" high 


Advertising Age, January 21, 1957 


Getting Personal 


Marg Sammons of the Newcomb and Sammons team (AA Feature 
Section), is recuperating at home, following surgery at Wesley 
Memorial Hospital, Chicago. . 

Leo P. Bott Jr., who heads the Chicago agency of that name, is 
celebrating the 10th anniversary. Prior to his one-time association 
with BBDO, Mr. Bott operated the Bott Advertising Agency in Little 
Rock, Ark. . . 

Carter H. White, vp and 
general manager of the 
Record-Journal, Meriden, 
Conn., has been appointed 
chairman of the community 
affairs committee, Meriden 
Chamber of Commerce. . 
Henry C. Flower Jr., exec 
vice-chairman of J. Walter 
Thompson Co., and Sigurd 8S. 
Larmon, president of Young 
& Rubicam, were cited at the 
end of 56 by Keep America 
Beautiful Inc. for volunteer 
service in the war on litter- 
bugs. They received medal- 
lions bearing the KAB sym- 
bol in recognition of 
“leadership through the ear- 
ly developmental stages of 
the nationwide educational 
program. . .” 

Gene Flack, ad director of 
Sunshine Biscuit Co., and 
Mrs. Flack returned early 
this month from a cruise to 
Mediterranean ports. . . 

Erlyne King Conel, a per- 
sonnel supervisor at Roche, 
Williams & Cleary, Chicago, 
was among 16 prize winners 
in the 19th annual aviation 
writing competition spon- 
sored by Trans World Air- 
lines. Mrs. Conel, a licensed 


BERMUDA HOLIDAY—Murry Harris, 

ad manager of the I.B.M. data 

processing division, spent the holi- 
days in Paget, Bermuda. 


pilot, writes an aviation 
column called “King’s 
Wings,” which is syndicated 


to small-city newspapers in the Midwest. . 

O. Quintin Di Maria, associate ad manager of the national edition, 
Wall Street Journal, and Mrs. Di Maria have a little one named 
Betsy Ann, born Dec. 28 in Huntington Hospital. Her big brother 
David is aged two. . . Cynthia 
Lynn arrived Dec. 19—fourth 
child, first girl in the family 
of Adele and John Cole. Her 
proud dad is timebuyer at 
McCann-Erickson, Chicago... 

S. Arthur Schachter, ad- 
vertising copywriter at Rem- 
ington Rand, New York, and 
Beverly Sobol of Hartford, 
Conn., were married in Hart- 
ford early this month. They 
honeymooned in Canada. . . 

Mrs. Cora Newald, account 
executive of Lang, Fisher & 
Stashower, is leaving Cleve- 
land to live in Puerto Rico. 
In a farewell toast, a news- 
paper columnist praised Mrs. 
Newald’s community contri- 
butions, including her activ- 
ities in the Cleveland Wom- 
en’s Ad Club... 

Dick Dougherty of the ad 
department, TV Guide, Phil- 
adelphia, and Janet Breen of 
Vertol Aircraft Co. have an- 
nounced their engagement. . . 

James E. Hanna, vp in 
charge of radio-tv, N. W. 
Ayer & Son, has been named 
to the radio group of the 
Heart Fund’s 1957 public re- 
lations committee. . . 

J. V. Fitgerald of Cellucot- 
ton sales division of Kim- 
berly-Clark, Neenah, Wis., is 
the father of a girl, Jane 
Elizabeth, born on Dec. 31. 
The baby is the first for Jim 
and his wife Barbara. . . 

Hal Weaver Jr., television 
producer at Monroe F. Dre- 
her Inc., New York, received the agency’s annual Award of Merit, 
which is given to the staff member who has contributed most to the 
company’s progress. Monroe F. Dreher made the presentation. 

Gil Cohen, ABC network film editor, is the father of a new 
daughter, Robin Amy, who weighed in at 5 Ibs., 12 oz., Dec. 30... 

A first-time father is Jerome Pickman, vp of advertising, pr and 
exploitation, Paramount Pictures. A daughter, Patricia Flo, was born 
Dec. 23... Over at Gotham Advertising Displays, Herbert J. O’Kos- 
kin, president, is announcing the arrival of Libby Mae, Dec. 10... 

John F. Meagher, NARTB’s vp for radio, has been elected to the 
board of the American Heart Assn... 


FIELD RESEARCH—C. J. Nesbit, secre- 
tary of Critchfield & Co., Chicago, 
caught this 45-lb. channel bass at 
Oregon Inlet at the southern tip of 
Cape Hatteras, N.C. It was landed 
with a Pflueger Sea King reel. In 
the party were John S. Pflueger 


Jr., George Smith, ad manager of 
the Pflueger organization, and 
Tom Sarah, chief design engineer. 
Critchfield is the Pflueger agency. 
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By Its UNEXCELLED editorial content 

POSTGRADUATE MEDICINE is attracting the earnest practitioners 
who voluntarily pay $10.00 a year for this unique journal 

in spite of the mass of medical literature available to them. 


THESE BUSY DocTORs like the great selectivity 
practiced by its editors who present only the significant 
proved developments in medicine and surgery. 


EVER COMBING THE WORLD of medicine for new advances, our 
editors this month bring to our readers the clinical experiences of 
their foreign colleagues in a noteworthy International Issue— 
demonstrating again PostGRADUATE MEDICINE’S 

leadership in modern medical journalism. 
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Auto Advertising 


Lacks ‘Content,’ 
Tatham Suggests 


(Continued from Page 2) 
accounts, and would have brought 
$300,000,000 in agency commis- 
sions. 

“Everything in the _ situation 
should have made it possible to 
spend extravagantly for creative 
talent and to produce a parade of 
the finest advertising in America,” 
the agency executive said. 


s What actually happened? Not 
too much, apparently. Mr. Tatham 
went truth-seeking in various di- 
rections, and came up with “a rea- 
sonable suspicion that despite its 
great buying power, the motor in- 
dustry does not succeed in produc- 
ing the cream of the annual crop 
of ads.” 

He found, for example, that two 
groups of advertising men were 
unable to name more than three or 
four outstanding automotive cam- 
paigns of the last quarter-century, 
and that Julian Watkins’ “100 
Greatest Advertisements” con- 
tained only four auto ads. He con- 
sulted an “outstanding advertising 
researcher” who concluded that 
auto advertising fell “at or below 
the average level of interest for all 
advertising”—except possibly for 
ads containing the first pictures of 
each year’s new lines. 

The analytical adman_ then 
turned to what might ail auto ad- 
vertising. He quickly rejected the 
notion that cars might simply be 
a dull subject, and he read a piece 
of “sparkling” auto advertising 
copy to show that the agences in- 
volved are competent wordsmiths. 


® Then Mr. Tatham confessed to a 
trick he’d pulled to support his 
own contention—that auto adver- 
tising lacks content: 

“The sparkling copy I read was 
not taken from one automotive ad; 
it was taken from four automotive 
ads. All of them appeared in the 
Jan. 19 issue of The Saturday 
Evening Post. I took a few sen- 
tences from each and combined 
them. 

“Yet the copy fitted together as 
smoothly as though it had been 
written for one ad about one car. 
Could this happen if each ad con- 
tained an important and useful 
and individual message 
public? Can you build effective in- 


ne 
The STRAIGHT LINE 


to the big Coast Guard 
procurement and consumer 
markets is through 


MAGAZINE 
U. S. Coast Guard Magazine is the ONLY publi- 
cation which puts its sights EXCLUSIVELY on 
the Coast Guard. it insures concentration on 
this important segment of the Armed Forces 
and adds significant circulation to your cover- 
age of the military market. Write now for sam- 
ple copies, rates and information. 


PUBLISHED BY ey 
ARMY TIMES PUBL. CO. 
- 2020 ST NW. WASHINGTON 6.0. | 
US. OFFICES: Chivoge, Detroit, Honoivle. 
Ley Argctes New York. Philadelphia, Sen Fraincince 
ARMY TIMES «AIR FORCE TIMES © NAVY ThA: 


WS. COAST GUARD MAGATINE ; 
THE AMERICAN WEEKEND - THE MILITARY MARKET 


for the 


dividual brand ads out of inter- 
changeable parts?” 


® Conceding that Automobile Row 
employs “some of the finest agen- 
cies in America,” 
guessed that the problem is one 
of emphasis—where the advertis- 
ing agency fees shall be spent. 
“Shall it be in extra service or 
shall it be in extra breadth and 
depth of creative effort?” he asked. 


“It’s awfully easy to demand and} 
get the tangibles of service, simply | 


Mr. Tatham’! 


because they are so tangible. 


| This will be supported by partici- 


Advertising Age, January 21, 1957 


| York, Edwin B. Stern Agency, 


“But it’s also important to re-| pations in five network television | specializing in the advertising and 
member that the goose which lays| programs and ten network radio) public relations fields, at 11 W. 


the golden egg of advertising is the 
creative goose. When millions are 
to be spent for advertising, it’s 
hard to imagine how too much cre- 
ative effort could be applied.” 


Jet Bon Ami Continues Drive 
First quarter plans by Bon Ami 
Co. for Jet Bon Ami will be spear- 
headed by a b&w spread in The 
Saturday Evening Post, Feb. 16. 


shows plus a radio and tv spot 
| campaign in metropolitan New 
| York and a newspaper drive kick- 
ing off with 1,750-line and 1,000- 
line ads in major markets. Ruth- 
rauff & Ryan, New York, is the 
agency. 


Ed Stern Opens Office 
Edwin B. Stern has opened his 
own employment agency in New 


}42nd St. Mr. Stern is personnel 
counsel to the American Public 
Relations Assn. and was former- 
ily a merchandising executive at 
Ruthrauff & Ryan. 


| Lloyd Pearson Moves 

| Lloyd Pearson Associates, tv and 
| film consultant, has moved to 
larger offices at 509 Madison Ave., 
| New York. 


Blowing hot, 
cold and sky-highl... 


There are many sides to Surface —the Surface Combustion 
Corporation. Toledo, Ohio. Above, they're building in- 
dustrial furnaces, gas generators and glass lehrs in the 
Toledo plant main bay. Right, it’s an air-conditioning 
equipment test in a Columbus laboratory. And from its 
various divisions — Surface, Janitrol, Kathabar and 
Webster Engineering —also come aircraft and automotive 
heating systems; heat process equipment for glass and 
ceramics; dehumidification systems and boiler burners, 
slab heaters, annealing covers and soaking pits; and 

heat treat furnaces of all types from small laboratory 
furnaces to the largest field-erected units. 
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General Foods Merges 3 Divisions 
Into Two Large Ones, Shifts Execs 


(Continued from Page 3) 
found necessary. 


advertising services. 

Harlan Logan, vp for public rela- 
tions and personnel, has been made 
® Reporting to Mr. Bennett as vp| vp for development. He will have 
for marketing will be James P.| reporting to him Roy H. Walters, as 
Delafield, vp, sales and customer | vp, research; Herbert N. Frank, di- 


Ann Dunham, director of General | activities from salesman to adver- 
Foods Kitchens. Bruce Watson, di-|tising manager. He was made as- 


rector of public relations, will also 
continue to report to Mr. Logan. 

J. Arvid Jonsson, who, as direc- 
tor of personnel administration, 
formerly reported to Mr. Logan, 
now reports to Wayne C. Markes, 
vp, who has responsibility for or- 
ganization planning. 


s Mr. Bennett joined GF in 1927 
and has served in almost every 


| 


sistant general manager of the) 
Maxwell House division in 1950, | 
and in 1952 became general man- | 
ager of the Jell-O division. He was | 
elected a vp in 1955. 

Mr. Logan joined GF in January, 
1956, as vp in charge of personnel. 
In April, 1956, he also was given 
charge of consumer and advertising 
relations. Before joining GF he was 
director of public relations for 


services, and Edwin W. Ebel, vp,| rector of new products, and Ellen| phase of the company’s marketing 


|Corning Glass Works and director 


Be bought by the men 
who buy for metalworking 


plies needed for production. 


Your customers and prospects at Surface 
Combustion and its sprawling subsidi- 
aries really have to “think big” in their 
buying. And it’s the typical wide-span 
purchasing responsibility of today’s 
Metalworking company production ex- 
ecutives and engineers. They have tre- 
mendous buying to do— important buy- 
ing under the pressure of time and the 
need to select from many competing 
products. 


What happens when your sales messages 
go into American Machinist? You reach 


ee ee a en 


The McGraw-Hill Magazine of 


Metalworking Production App | V4 


McGraw-Hill Building, 
New York 36, N. Y. 


Pee et 2 2 ee 


Your story in 


American Machinist 


sells more to the men who buy more 


at Metalworking plants such as Surface Combustion Corporation where 
86% of purchase dollars goes for machinery, materials, parts and sup- 


38,000 subscribers — front rank Metal- 
working production men who count on 
the interest and validity of American 
Machinist’s editorial and advertising 
pages. You make low-cost sales calls that 
get attention, time and consideration. 
You talk to—and sell—the men you have 
to sell...the production engineers and 
executives who have the major voice in 
Metalworking buying decisions. 


And you know they want to be sold in 
American Machinist, because it’s their 
first-choice magazine in the field! 


Harlan Logan H. M. Cleaves 


of advertising for Steuben Glass 


Inc., a Corning subsidiary. Earlier 
in his career he had had a dis- 
tinguished career in teaching and 
writing, he was editor and publish- 
er of Scribner’s Magazine in 1936 
and from 1941 to 1947, editor and 
general manager of Look. 


Levitt Named President 

Robert D. Levitt has been named 
president and a director of Califor- 
nia National Productions, New 
York, NBC’s film producing subsi- 
diary. He has been operating head 
of the company since last October. 


starring 


John HART 
Lon CHANEY 


James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye's 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-Indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you to it. 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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ABP Creates Awards 
for Best Business 


Paper Promotions 


New York, Jan. 15—Annoyed by 
the constant sniping at business 
paper promotion, the Associated 
Business Publications’ promotion 
and research roundtable has start- 
ed a movement to prove that there 
is an abundance of good promotion 
in the business paper field. 

The ABP will present first and 
second place awards this year for 
the outstanding promotion mate- 
rial in six classifications. All en- 
tries must be submitted by Feb. 
15. They will be judged in New 
York the latter part of February 
by a panel of advertising people 
and winning entries will be dis- 
played at the ABP eastern con- 
ference March 7. 


® The six classifications are (1) 
paid advertising campaign; (2) ad- 
vertising campaign in own publica- 
tion; (3) direct mail campaign (by 
publications with gross billings un- 
der $500,000); (4) direct mail 
campaign (by publications with 
gross billings over $500,000); (5) 
market data file and (6) sales- 
men’s selling aids. 

Entries received by Feb. 1 will 
be exhibited at the annual mid- 
western conference in Chicago Feb. 
6. Publications may submit as 
many entries as they wish. Only 
promotion prepared for use during 
1956 may be entered. Plaques will 
be given to first place winners and 
certificates of merit to runner-ups. 


Beattie, Ad Enterprises Merge 

James S. Beattie Advertising 
Agency, Washington, has merged 
with Advertising Enterprises, a 
suburban Washington area agency. 
The merged agency will be known 
as James S. Beattie Advertising 
Agency. Joseph N. Straughn, who 
formerly operated Advertising 
Enterprises, has closed his offices 
in Baltimore, Wheaton, Md., and 
Arlington, Va., and will service his 
accounts from the Beattie offices. 
He will also act as account execu- 
tive for several other clients. 


Two Join Doherty, Clifford 

William Kummann, formerly of 
Foote, Cone & Belding, and Charles 
Sutorius, previously of Compton 
Advertising, have joined Doherty, 
Clifford, Steers & Shenfield, New 
York, as art directors. 


Sykes Adds Thatcher Glass 
Sykes Advertising, Pittsburgh, 
has been appointed to handle ad- 
vertising for the McKee division, 
Thatcher Glass Mfg. Co., Jean- 
nette, Pa. Taylor M. Ward Inc., 
Ithaca, is the former agency. 


Main line 
fo 
Editors 


feature 


SEND FOR a copy of FEATURE — 
America's only publicity medium. 
It reaches leading U.S. editors with 
your publicity features. 
CENTRAL FEATURE NEWS INC. 


1475 Broadway, New York 36, New York 


RCA Publishes Hi-Fi Guide 

The RCA Victor Radio & Victrola 
division of Radio Corp. of America 
has published a 64-page illustrated 
guide to high fidelity for the con- 
sumer. The book will be distribut- 
ed through dealers. 


D'Arcy Adds Strongheart 
Doyle Inc., Chicago, manufactur- 
er of Strongheart dog food, Kit Kat 
cat food and horsemeat products, 
has appointed the Chicago office 
of D’Arcy Advertising Co. to 


handle its advertising. An exten- 
sive outdoor advertising campaign 
is being planned, covering major 
markets from the Alleghenies to 
the Pacific Coast. Newspapers, 
radio, television and point of sale 
will supplement the drive. C. Wen- 
del Muench & Co., Chicago, for- 
merly handled the account. 


Campbell-Ewald Names Ally 
Carl Ally has been named to the 

new post of aviation representative 

of Campbell-Ewald Co., Detroit. 


He will devote his time, the agen- 
cy says, to studying trends and 
accumulating data on the aviation 
industry. Mr. Ally has been with 
C-E for the past year and a half. 


C. Wendel Muench Adds Two 


Burgess Seed & Plant Co., Gales- 
and the Hallmark | 
division of C. H. Runciman Co..,| 
manufacturer of 
have 
appointed C. Wendel Muench & 
Co., Chicago, to handle their ad- 


burg, Mich., 


Lowell, Mich., 
pre-cooked beans and chili, 
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vertising. Goodkind, Joice & Mor- 
gan is the former agency for both. 


Paramount Buys Dot 

Paramount Pictures Corp., New 
York, has acquired Dot Records, 
which will be operated as a sub- 
|sidiary of the motion picture com- 
pany. Randy Wood continues as 
president of the record company, 
which lists such top recording 
names as Pat Boone and Jim 
Lowe, and also will become a vp 
of Paramount. 


t: harness the full impact of the world 
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Want-Ad Week Scheduled 
National Want-Ad Week for 
1957 has been scheduled for the 
week of March 17-23. The promo- 
tion is sponsored by the Assn. of 
Newspaper Classified Advertising 
Managers, but every newspaper, 
whether a member of ANCAM or 
not, is urged by the association to 
take part. The 1956 volume of 
want ads is expected to exceed 
$800,000,000, the association says; 
$614,000,000 was spent in 1955. 
Margaret J. Wiggs, Tribune-Star 


Publishing Co., Terre Haute, Ind., 
is chairman of National Want-Ad 
Week. 


Armour Earnings Up 45% 
Armour & Co., Chicago, in its 
annual report, says that earnings 
for 1956 were up almost 45% from 
the preceding year. Net earnings 


\for the 53 weeks ending Nov. 3 
|were $14,654,110, or $3.60 a com- 


mon share, compared to earnings 
of $10,107,614, or $2.49 a share for 
the 52 weeks ending Oct. 29, 1955. 


Sales for the 1956 fiscal year were 
$2,011,445,895; for 1955 they were 
$1,967,709,937. 


Botany Buys Smitherman 
Botany Mills, Passaic, N. J., has 
bought all the stock of Smitherman 
Cotton Mills and seven related 
companies. The purchase price was 
not disclosed. The companies ac- 
quired operate six cotton cloth 
mills in North Carolina, Massa- 
chusetts and Rhode Island. Their 
yearly sales are about $16,000,000. 


Parke, Davis Names Cotton 
Arthur B. Cotton, formerly 
Canadian promotion and advertis- 
ing manager at the Toronto head- 
quarters, has been appointed man- 
ager of media and direct mail in 
the promotion department of 
Parke, Davis & Co., Detroit. 


Albert Frank Adds Hottman 
Albert Frank-Guenther Law, 
New York, has been appointed fi- 
nancial public relations counsel for 
U.S. Hoffman Machinery Corp. 


POWER ENGINEERING’s editors 
delivered the goods, with proof of the 
pudding in PE’s January, 1957 Re- 
view Issue. 


power race in one issue! 


Tough assignment? You bet. It took 
planning (starting in May, 1956); 
plodding 20,000 miles across most of 
Europe; plus a twenty-five day visit 
behind Russia’s Iron Curtain. In order 
to get a clearer perspective of the 
world’s power resources, PE editors 
Dick Morris and Andy Kramer 
attended the CIGRE Conference in 
Paris, the World Power Conference in 
Vienna, and toured dozens of Euro- 


most important of all, we think it rep- 
resents a monumental job of outstand- 
ing editorial service to POWER EN- 
GINEERING’s readers. And it is this 
same keen sense of editorial insight 
that continues to capture and stimu- 
late the reader interest of the nation’s 
influential power engineers. 


Advertisers, too, have come to recog- 
nize the superior editorial product 
consistently offered by POWER EN- 
GINEERING. And PE’s growing ad 
volume directly reflects the faith ad- 
vertisers have in the sales-power of 
this top-rate editorial performance... 
with a respectable 77-page gain in 
1956 over 1955! 


pean and Russian power plants. 


To Dick Morris and Andy Kramer it 
was fascinating, inspiring work, but 


Power Engineering Perspectives— 


inoue te demand bo elects pow om 


and te energy Power 
one Erot es (80d Seretopmen of mee 


© omnes w. cee 


Best of all, POWER ENGINEERING 


ee nan te te Cumntiormaiatedtinn Ge 


guarantees this type of continuing 
reader interest, issue-after-issue. 


Power Engineering 
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Power Engineering aux 


Technical Publishing Company * 110 S. Dearborn St. © Chicago 3, Illinois © DEarborn 2-5446 
also publishers of PLANT ENGINEERING 


the specialized magazine reaching /selling the power specialists 


Two Join Everett Mitchell: 
Agency Moves to New Offices 

Frank J. Ostrow, formerly in 
the advertising department of the 
Portland Oregonian, has been 
named an account executive of 
Everett Mitchell Advertising, 
Portland, Ore., and Mrs. Evelyn 
Willis, formerly continuity direc- 
tor of radio station KPOJ, has 
been appointed copy chief in 
charge of radio and television ac- 
tivities. The agency has moved to 
larger quarters at 906 Terminal 
Sales Bldg. 


Kleinteld Joins Trans-Lux 

Irving Kleinfeld, formerly with 
Sterling Television Corp., has been 
named sales service manager of 
Trans-Lux Television Corp., New 
York. 


‘Observer’ Adds Edition 

The Observer, Fayetteville, 
N. C., which previously published 
six days a week, has begun publi- 
cation of a Sunday edition. 


IDEA NO. 102 
Telling shoppers about the man 


menus featuring famous R 

KR SP is a b-i-g job. But the in- 

nious ad stat of RALSTON- 

URINA CO., St. Louis, made it 
easy with this novel die-cut 
“Smorgas-Board,” featuring two in- 
viting ‘““Take-One” recipe pads. 
‘And they made it easy for retailers, 
too, by using four mein ae | 
KLEEN-STI Strips on the bac 
flap to make the display stick tight 
on shelf or ~My an hty tast 

roduction job b TINEN- 

AL LITHOG HERS, INC., 
St. Louis. 


K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S K-S 


Outstanding 


P.O.P. Ideas | 


the World's Most 
Versatile Self-Sticking Adhesive! 


IDEA NO. 103 
Building a name . . . displaying 
product features . . . * identifying 
contents—three different jobs at- 
voy cr A and eeenntty handled 
by KLEEN-STIK Labels, on this 
sample display box for MERCK & 
co » Rahway, N.J., pharmaceutical 
house! Designed by Merck’s BILL 
POWERS, Sold Foil KLEEN- 
STIK was chosen for the top label 
because it “‘outshone”’ gold stamp- 
ing; inside and bottom labels were 
rinted on Kromekote KLEEN- 
IK —y" by h visibility. ““Terrific 
trio” oy OF EO DIE & LABEL 
Y.C. All feature famous 
KUEN STiK — so “stickable” 
lastic and other hard-to-label 
surlaces. 
your ular printer, lithog- 
rapher, or silk screen printer for 
more business-building KLEEN- 
STIK ideas... or write on your 
epeehege for our free “‘Idea-of-the- 
onth 


KLEEN-STIK Products, Inc. 


- Pioneers in Pressure-Sensitives 


for 
‘7300 W. Wilson Ave. @ Chicago 3}, TT 
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a Valuable PLUS in LANSING" 


Says John Ward of Ward Brokerage, Grand Rapids 


“Lansing is a profitable market and an important 
one in our territory. We enjoy the knowledge 
that every time there is a newspaper campaign 
on one of our products we can depend on The 
State Journal for 100% co-operation. They do an 
outstanding merchandising job, provide editorial 
support and work with us right down the line. It’s 
a valuable plus.” 


ROP Full Color 
Wednesdays, 
Thursdays 


LANSING 


MICHIGAN 


REPRESENTED NATIONALLY BY 


Capital City 
SAW VYER-FERGUSON-WALKER COMPANY 


of Michigan 


Advertising Age, January 21, 1957 


Trendex TV Ratings 
Jan. 2-8, 1957 

Rank Program Rating* 
1 Ed Sullivan (Lincoln-Mercury Dealers, CBS) 46.2 
2 1 Love Lucy (Procter & Gomble, General Foods, CBS) ...........c:0cccesereesereee 40.7 
3 Alfred Hitchcock Presents (Bristol-Myers, CBS)  ..........ccccscsrssnesesensersnnnnnnes 39.3 
4 G-E Theater (General Electric, CBS) .......cccccccseeseesseeeneeseeeee 37.6 
5 Talent Scouts (Lipton, Toni, CBS) 36.0 
6 Wed. Night Fights—Middle Weight Championship (Mennen, Pabst, ABC) 35.3 
7 Perry Como (Several sponsors, NBC) 
& What's My Line (Helene Curtis, Remington Rand, CBS) 
9 $64,000 Question (Revion, CBS)...... 
10 The Lineup (Procter & Gamble, CBS) 


*Per cent of total tv homes called found viewing the program. 


Miller Brewing Boosts Two 


Miller Brewing Co., Milwaukee, 
has appointed Oscar R. Boock, for- 
merly assistant supervisor of out- 
door signs in the advertising de- 
partment, supervisor of media in 
the department. Thomas J. Dool- 
ey, previously in the sports pro- 
motion section of the sales promo- 
tion and publicity department, 
succeeds Mr. Boock. 


——s 


THE PGW COLONEL AND MR. 
JOIN HANDS 


any other station in this area. 


NOW REPRESENTED NATIONALLY BY 


Rochester's FIRST Station 


Rochester Radio City + Rochester 3,N.Y. - 


HVE: 


To reach one of America's first markets, all you have to do is contact one of the PGW 
“Colonels’’ and he'll tell you how you can sell Western New York with Channel 5. 
WROC-TV's maximum power reaches 300,000 plus U.S. homes—a 20% advantage over 


The Rochester—15—county Western New York market served by WROC-TV is a key on 
any schedule. Check your Peters, Griffin & Woodward “Colonel” for complete information. 


PETERS, GRIFFIN, WOODWARD TELEVISION SALES 


A TRANSCONTINENT TELEVISION CORPORATION STATION 


BUtler 8-8400 


Ike Asks Congress 
for $6,700,000 tor 
‘59 and ‘60 Censuses 


(Continued from Page 2) 
agencies—was up $5,000,000, but 
almost a third of the increase was 
for mandatory items such as re- 
tirement funds and wage increases. 


= One of the largest increases for 
current statistics was in the areas 
of statistics on production and dis- 
tribution, where $1,600,000 was ap- 
proved for program changes. 

Over half of this increase was 
for the Agriculture Research Serv- 
ice for research on financial con- 
dition, land ownership and tax 
burdens of various groups of 
farmers. 

A sum of $100,000 was provided 
for a new edition by the Census 
Bureau of the publication, “Coun- 
ty Business Patterns,” based on 
data supplied by the Social Secu- 
rity Administration, and $125,000 
was approved for improved foreign 
trade statistics. 

Among the other new programs 
suggested by the President was 
$300,000 to speed the compilation 
and release of key financial in- 
formation from tax forms collected 


by the Internal Revenue Service, 
and $100,000 for a series of finan- 
| cial reports by the Federal Trade 
Commission covering mining and 
trade. The commission currently 
|publishes similar data for manu- 
facturing. 

Of the census funds, $1,800,000 
is to begin work on censuses of 
|business and manufactures cov- 
| ering 1958, which will be taken in 
1959. In addition, $4,100,000 is for 
a start on the 1960 censuses of pop- 
ulation, housing and agriculture, 
and $800,000 for completion of the 
current Census of Government. e 


Three DuMont Execs Resign 

Three top officials of Allen B. 
DuMont Laboratories, Clifton, 
|N. J., have resigned. They are 
J. Cal Affleck, director of adver- 
tising and sales promotion for the 
tv receiver division; Rear Admiral 
Stanley F. Patten, vp, treasurer 
and a former member of the board 
of directors, and Morris Spector, 
production manager of the tv re- 
ceiver division. Their successors 
have not been named. 


Street & Smith Elects Park 
Robert E. Park, advertising di- 
rector of Street & Smith Publica- 
tions, New York, has been elected 
|a vp. 
| 
_ A PUBLISHERS’ REP 
| CAN SELL IT BETTER! 


—and especially 

| in the West where 
greater manpower, 
broader experience 
| and contacts pay 
| off for publishers. 
ll-state coverage. 
Offices in San 
Francisco and Los 
Angeles. 


LOS ANGELES + 2550 Beverly Boulevard 
SAN FRANCISCO + 681 Market Street 
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INTENSIVE COVERAGE—80% to 99% family cover- 


TIMING FLEXIBILITY — “When they are skiing in 


Buffalo, the azaleas are blooming in New Orleans.” 


MERCHANDISING FLEXIBILITY— can fit your mes- 


sage to the market. 


SELLING ATMOSPHERE — where the family shops. 


MAGAZINE REPRODUCTION — dramatic, COLOR 
GRAVURE. 


ECONOMICAL PRODUCTION — 


IDEAL FOR TESTING — use any of the 39 major 


markets. 


LOCALLY EDITED — full of what interests readers 


most — their own community — their neighbors — 
themselves. 


UNMATCHED READERSHIP — as proved by every 
published survey. 


UNMATCHED READERSHIP — as proved by spon- 


taneous reader response. 


Meese ee eS mere Po oe aa > Tali Sa bf cant se 
: =! 


LTA 


ON 
t DENCE 
; ® BEDFORD 


In 39 of America’s Largest Markets... 
from 20% to 100% of the families 
receive one or more 


Home Edited Gravure Magazines 


... individually edited and distributed 
with 51 great Sunday Newspapers. 


No other media can deliver 

your “Sunday Advertising Punch” 
so extensively and effectively, 
with such flexibility. 


GOOD PLACE 
TO TEST 


Twelve of the best of the 51 home edited gravure magazines: 


AKRON BEACON JOURNAL © ATLANTA JOURNAL AND CONSTITUTION 
COLUMBUS DISPATCH © DENVER POST © HOUSTON CHRONICLE 
INDIANAPOLIS STAR © LOUISVILLE COURIER-JOURNAL 
NEWARK NEWS © NEW ORLEANS TIMES PICAYUNE STATES 
PHOENIX ARIZONA REPUBLIC © ST. LOUIS GLOBE DEMOCRAT 

TOLEDO BLADE 
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IS A 
a5, 2) 7 apna CRAMPING YOUR STYLE ° 


If your agency has outgrown its present quar- 
ters .. . with one department stepping on an- 
other’s toes . . . with genius being retarded for 
lack of room to breathe . . . why not redesign 
the whole “package” on one efficient floor—or 
two or three or more—whatever your size re- 
quires? 


We have solved this problem for many adver- 
tising agencies before—and we can do it again 
for you. As one of the largest renting and 
building management firms in New York, we 
can advise you not only on the available space 
in key locations, but on proper planning of it, 
too. 


Write, phone or wire for more information to: 


SH 
WAKEFIELD! 


281 Madison Ave. New York 17, N.Y. 
MUrray Hill 6-4200 


Ruhman Press Formed 

Richard C. Ruhman has opened 
Ruhman Press, lithographer, at 
10103 Pacific Ave., Franklin Park, 
Ill. Mr. Ruhman, formerly with 
I. S. Berlin Press, is president of 
the new company. Donald J. Ruh- 
man, a brother, is vp. He formerly 
was a director of tv productions 
with ABC-TV in Chicago and Hol- 
lywood. 


Schaefer Offers Film List 

F. & M. Schaefer Brewing Co. 
(Public Relations, Film division), 
430 Kent Ave., Brooklyn, has pub- 
lished its “1957 Film Catalog.” The 
booklet lists films, under such 
categories as archery, bowling, va- 
cation and travel, which are avail- 
able on free loan for group show- 
ings. 


Tolle Joins Goldblatt 

Gerald Tolle, formerly with 
Chapin Damm Advertising, Sacra- 
mento, Cal., has joined Alfred L. 
Goldblatt Advertising, Seattle, in 
the account service department. 


A MULTI-BILLION DOLLAR 
INDUSTRY IN OKLAHOMA 


Oklahoma's oil is worth checking! Sixty- 
eight of Oklahoma's 77 counties have oil 
or gas production — an economic boost 


worth billions annually! Translated into re- 


and buying influence. 


tail sales, that means oil rich Oklahoma is 
a market where you can strike it rich, too. 
It pays to keep drilling in Oklahoma—for 
oil, and for business. Your best drilling tools 
are the Oklahoman and Times — greatest 


media in the state in circulation, prestige 


b> published by The Oklahoma Publishing Co. 


represented by The Katz Agency 


Advertising Age, January 21, 1957 


Tax Blamed for Loss 
of Liquor’s Grip on 
Consumer Spending 


LOUISVILLE, Jan. 15—Despite an 
8% increase in the distilled spirits 
consumption rate during the last 
year, the industry has little to be 
joyous about in view of its weak- 
ening hold on consumer spending, 
according to George Garvin Brown, 
president of Brown-Forman Dis- 
tillers Corp. 

“Although consumption of dis- 
tilled spirits will reach approxi- 
mately 215,000,000 gallons in 1956 
—roughly 8% over 1955,” he said 
in a year-end review statement, 
“the industry’s share of the con- 
sumer’s buying power will hit its 
lowest level in years, comparable 
to that seen during the mid-’30s 
depression period.” 

Even the 1956 consumption fig- 
ure is slightly inflated, he said, by 
stock-piling in dealer store rooms; 
and this is going to cause a little 
headache of its own during 1957, 
he added. 


® The industry’s main sales stum- 
bling block at present, according 
to Mr. Brown, is heavy federal, 
state and local taxation. Hoped-for 
tax relief failed to materialize last 
April, he noted, and there seems 
little chance that any relief will 
come through this spring 

Particular target of the industry, 
he said, is the $10.50 federal tax 
on cases of liquor. Reduction in 
this tax, Mr. Brown said, would 
not only tend to boost regular con- 
sumption, but it would attract more 
consumer dollars away from il- 
legal sources of liquor. 


Chirurg Names Costello 
Boston Head: Welch Promoted 
Scott Costello has been appointed 
general manager of Boston oper- 
ations and a vp of James Thomas 
Chirurg Co., Boston and New York, 
and Hillard W. Welch has been 
named supervisor of technical 
accounts, a new position in the 


” a a 


Hillard Welch Scott Costello 
agency. Both have been account 
executives. 


Before joining Chirurg in 1954 
Mr. Costello had been with Mumm, 
Mullay & Nichols, Columbus, and 
Griswold-Eshleman Co., Cleveland. 
Mr. Welch joined Chirurg in 1951 
after several years with a candy 
manufacturer. 


Taylor Adds 4 Accounts 

George Taylor Advertising, San 
Francisco, has been named to han- 
dle advertising for four new ac- 
counts. They are Mohawk Packing 
Co., San Jose; Arata Pontiac, South 
San Francisco; Donner Ski Ranch, 
Donner Summit, and La Torre Res- 
taurant, San Francisco. All four 
accounts will use newspapers, ra- 
dio and outdoor. 


Hansen-Choate Adds One 
Sequoia Vacuum Systems, a sub- 
sidiary of Sequoia Mfg. Co., San 
Carlos, Cal., has appointed Hansen- 
Choate Advertising, San Mateo, to 


‘develop and direct an advertising 


campaign. The company is intro- 
ducing a central vacuum cleaning 
system designed for replacement 
markets and the new home fields. 


Roman Adds Artcraft 

The Roman Advertising Co., St. 
Louis, has been appointed to han- 
dle advertising for Artcraft Vene- 
tian Blind Mfg. Co., St. Louis. 
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nother week's erles 
Anoth k’s groceries, 


another 


TV Guide 


Another week’s grocery shopping is done. 
Next week she’ll go to the supermarket again, 
to stock up on groceries and get TV GUIDE. 


In the meantime, the family will be watching a lot 
of television. This means TV GUIDE will be used 
regularly, by every member of the family. 

Our supermarket shopper will be checking program 
listings regularly, reading feature articles that 
interest her, seeing the ads again and again. 

And so will millions of others— 


TV GUIDE has more primary women readers per copy 
than any other weekly magazine. And TV GUIDE 
is sold in more supermarkets than any other magazine. 


That’s how to move more of your products from 
supermarket shelves into the home—make sure 
your ads are among the ones being read 
by supermarket shoppers in TV GUIDE. 


A total of 7,000,000 copies of TV GUIDE are sold 
every month . . . 1,700,000 weekly... 
in over 17,000 supermarkets. 


Total Weekly Circulation—Over 4,600,000 


America’s Television Magazine 


TV GUIDE has more single copy sales than all 
other major weeklies combined: 


Average Net Single Copy Sales 

Six Months Ending June 30, 1956 

| | RS a were 3,117,088 
UT IIE v ccccccccescsdedsd acc 3,086,452 


*Saturday Evening Post, Life, Time, New Yorker, 
Newsweek, U. S. News & World Report, Sports Illustrated 
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Another true-to-life story about some make-believe characters 


What changed 


the commuter’s schedule 


in Chicago? 


could stay Elmer Egbert 
from the swift completion of his regular commuter’s schedule. 
One eye open at 7:35, coffee at 7:50, kiss wife and kids good-bye at 
7:58 , on the train at 8:04, hide face behind newspaper at 8:05. 
One morning while Elmer was bouncing over the rails, he read 
about a guy named Joe and some facts and figures he’d turned up on brand loyalty 
and bakery products in Chicago. Now Elmer worked on the Lottacrust Bread 
) 
account 3 at Peter, Peter, Plompkin & Eater (Specialists in 
Plain & Fancy Advertising), so he decided to see if Joe had similar facts on bread. 
After his second cup of coffee (10:00), Elmer phoned Joe. 
And Joe, toast of the Chicago Tribune advertising department, came a-running. 
—’“ 


“Howdy, Joe,”’ said Elmer, “‘what do your statistical Sherlocks 


know about bread-eaters in Chicago?” 


“T'll see,” replied Joe as he raced back to the Tribune Research Lab. And here’s 
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what the slide rule sleuths turned up: 


Over several years Lottacrust had filled approximately 5% of Chicago’s 


bread basket. .Y This comparatively small share of market 

came from a consistently large group (25%) of bread purchasers. These figures 

i ) indicated that many people i Lottacrust only occasionally, probably when 

other brands weren’t available. Few purchasers stuck to Lottacrust : xD 

loyally through thick (slice) and thin. ee, 
Large-sized, middle-income, middle-aged, native white families eat the 


most white bread in Chicago—also the most Lottacrust. But 


Lottacrust fell far behind in purchases made by families with teen-age children. The 
company did over 60% of its business with the 37.6% of the bread market who 

. had children under 11. But only 16.8% of its volume came from the 33.9% of the 
market with children in the rock ’n roll set (11-17). (4 4 yt 
| ““Well, well,’”’ elucidated Elmer, “‘Lottacrust has been putting its dough 
into kiddy shows on daytime TV. These programs are O.K. as far as they go, but 
apparently they don’t go far enough with bread-eaters.”’ 

It was obvious to Elmer that a major advertising effort was 
needed to raise Lottacrust’s brand standing in Chicago. And probably the best place 
to begin was in the medium that covered the big ai tiacheaaiiiie teen-age set—plus 
their ever-loving, lunch-packing, Kee bread-buying mamas. 
(Name on request from Joe.) mh 

Now bread may not be your bread and butter, but this story has 
a moral for you, too. If you want the red-hot lowdown on the Chicago = 
give Joe a buzz. 


Nobody knows Chicago like the Tribune. Nothing sells Chicago like the Tribune. 


And Joe’s the one who can tell you. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 
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FC&B Groomed Campbell Thoroughly 
for Top Job in Agency's Western Unit 


Los ANGELEs, Jan. 15—The of- 
ficial installation of Roy Campbell 
as head of Foate, Cone & Belding’s 
western division on next Wednes- 
day couldn’t have been more thor- 
oughly planned. 

The choice of Roy Campbell to 
succeed the retiring Don Belding 
was made more than five years 
ago. Since that time, Roy Camp- 
bell has held a variety of posts in 
the agency, all pointing to his 
heading up western division opera- 
tions as exec vp. 

The western division includes 
offices in Los Angeles, Hollywood, 
San Francisco, Portland and Hous- 
ton. It is the largest agency opera- 
tion in the West. 


s Before moving to Los Angeles 
in 1954 as marketing consultant to 


- & 


Roy Campbell 


the division, Roy Campbell was 
chairman of the plans board in the 
Chicago office, and a vp and direc- 
tor in the New York office. These 
posts also served to familiarize him 
with all the agency’s clients and 
their problems. 

More than a year ago he was 
named exec vp for the western di- 
vision, and has been running it 
since that time, to give him the ac- 
tual managerial experience before 
Don Belding steps out. 

On the basis of experience and 
achievements, Roy Campbell is 
uniquely fitted for his post. Before 
joining Foote, Cone & Belding, he 
sold space to it, was a competitor, 
and finally, a client. 


® As a space salesman for Pacific 
Railways Advertising Co., he called 
daily on the media department of 
FC&B’s predecessor, Lord & 
Thomas. As a principal of the 
Barnes-Campbell agency he com- 
peted with Lord & Thomas, “and 
licked them a couple of times.” 


CHICAGO, mL. 
1323 6. Webesh 


NEW YORK, N.Y. 
430 Ninth Ave. 


More recently he was a client of 
the agency when, during World 
War II, he was sales development 
manager of Lockheed Aircraft 
Corp. It was from Lockheed that he 
moved to Foote, Cone & Belding in 


1947. 


Originally, Roy Campbell backed 
into the advertising business. Born 
in San Diego, he has never stayed 
away for long from his native state. 
After studying law at the Univer- 
sity of California, in 1926 he joined 
the Central Illinois Public Service 
Co. as industrial agent, pioneering 
in relocation of industry in small 
communities. 


® In 1927 and 1928 he was aviation 
secretary of the San Diego Cham- 
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he met Claude Ryan, who in 1928/a course in flying. 


persuaded him to join him in form- | 


ing Ryan Aeronautical Corp. A 
year later he started on his own as 
founder of Airtech Flying School 
at Lindbergh Field, San Diego. 
As head of the school he found 
it necessary to advertise for stu- 
dents, but wasn’t particularly hap- 
py about his advertising. The prob- 
lem was solved by using the 
services of a local furniture store 
advertising manager who, being a 


ber of Commerce. In this capacity | flying fan, exchanged his skill for 


| 


This initial recognition of the im- 
portance of advertising led to the 
formation of his own advertising 
agency, and merger with Barnes 
Advertising, San Diego, in 1932 to 
form Barnes-Campbell. 

His first job there was to es- 
tablish a Los Angeles office. There 
he got the account of the Paul 
Hawkins Co., which had founded 
the Good Humor Co. This finally 
led to selling his interest in the 
agency in 1935, and moving to Chi- 
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cago as sales manager of the Haw- 
kins Co. 

Returning to Los Angeles in 
1938, he was, with Edward North- 
ridge, a founder of Western Ad- 
vertising Agency. When World War 
II started he joined Lockheed. 


® Back in his native California af- 
ter having made the rounds of 
Chicago and New York, Roy Camp- 
bell says he found the levels of ad- 
vertising skill and imagination 
much the same everywhere. 


Looking back, he recalls that 
when he came to Los Angeles in 
1932 he anticipated learning much 
from admen in the big city. But, 
he feels, admen in Los Angeles 
showed no more skill or imagina- 
tion than their counterparts in San 
Diego. The admen he met did have 
more experience and background, 
but no greater superiority than 
that. 

Later, on moving to Chicago, and 
then to New York, he had the same 
anticipations, which again were not 


realized. He found too, that clients | 
were much the same, regardless of 
the size of their budgets. 


® To illustrate the latter point, 
Roy Campbell cites two experi- 
ences. The first was with his first 
client in San Diego, who had a 
budget of a few thousand dollars. 
At their first ad conference, the 
client began with “I don’t know 


anything about advertising, but,” 
then went on for half an hour to 
prove he didn’t. 


The second experience, many 
years later, was with one of Amer- 
ica’s giants in industry. In this case 
the agency’s account group met 
with the client’s executive commit- | 
tee in an impressively paneled and | 
carpeted conference room. Where- 
upon the client’s exec vp started 
off by saying, “I don’t know any-| 
thing about advertising, but”—and | 
took a half hour to prove he didn’t. | 


® As a result of these—and other 


| experiences, in Roy Campbell’s 


some 
operation 
we 
just 
did! 


we’ve made a new woman out of 


Woman's Day 


You know what’s been happening in the suburbs. You 
know how many of your own friends have moved out there, 
and how it’s affected their whole way of living. 

And you've also noticed, haven’t you, that the “sub- 
urban outlook” doesn’t stop at the city line any more. 
Whether it’s the garden-apartment family on the edge of 
town, or the cliff-dweller in the heart of the city—you'll find 


the same growing emphasis on 


informal living, on stream- 


lined cooking, on entertaining at home, on dressing casually. 


During the past 18 months, 


we've been studying these 


suburban influences. We've analyzed our reader mail. We’ve 
tested new approaches, new features. Now we go all the way. 
We've made a new woman out of WOMAN’S Day. 

You'll notice the change as soon as you pick up our 
January issue. This new book has the feel of a ranch house 
instead of a brownstone—with a sunlit, airy look thru and 


thru from the layouts to the new 


type we're using. 


And when you glance at the table of contents, you'll 
find much more emphasis on planning, building and decorat- 
ing a new house; on bringing the outdoors indoors; on how 
to cultivate a green thumb (whether it’s for a lawn or a 
flower pot); on bringing up kids—and so much else that 
interests today’s modern housewife. 

Get hold of a copy of the January issue of WOMAN’S 
Day. You'll see what an exciting new woman we’ve made 


of her, while we’ve managed to 


retain the wonderful “how 


to” character that’s given WOMAN’s Day a loyal following 
of more than 3,000,000 cash-sale readers. 


Now on sale at your local A&P. 


Woman's Day the 


@QWOMAN’S DAY, INC. 


magazine 


1 


opinion the only significant dif- 


ference between admen in small 


cities and those in large cities is 


the amount of money they have to 


work with. Big ad budgets offer 


no guarantee of better advertising, 
because advertising is an applied 
art and not an exact science, he 
asserts. 


® As exec vp, Roy Campbell has 
presided over a general realign- 
ment of the agency’s western divi- 


sion operations. They have, he says, 


been part of a master plan to in- 
tegrate Foote, Cone & Belding na- 
tionally. 

“FC&B started as, and has had 
its strength in, a decentralized 
operation which made Los Angeles, 
Chicago and New York almost in- 
dependent of each other.. The 
strength in this was it nourished 
greater creativity.” 

At 52, Roy Campbell does not 
have any personal “master plan” 
for retirement. “I'll work until 
somebody tosses me out—as long 


las the agency will have me.” 


STACKS OF J 


Smokestacks have always been 
a symbol of actiyity in our Ohio 
River Valley. They came to us 
first aboard the picturesque 
sternwheelers that opened this 
region to phenomenal growth. 
They stayed to multiply and mul- 
tiply above busy mills and fac- 
tories whose industrial worth to- 
day — in the Huntington- 
Charleston heart alone — ex- 
ceeds one billion dollars! 

Nowhere in America is there 
such a panorama of business un- 
der full steam as in the 100-plus 
counties served by the four-state 
span of WSAZ-TV. Here live 
nearly a million families with an- 
nual buying power close to four 
billion dolls — a symbol of 
booming productivity making 
this America’s 23rd TV market. 


Your advertising cuts a smart 
bow wave when you consig: it 
to WSAZ-TV, only. TV station 
covering the whole area. Any 
Katz office can write the ticket. 


— =. a SE oe ee E 
i= =O 
HUNTINGTON-CHARLESTON, W. VA. 


W.3.0. NETWORE 


Affiliated with Radio Stations 


WSAZ, Huntington 6 WGKV, Charleston 
| LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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“*Requiem For A Heavyweight’ 
by Rod Serling presented 
last night on‘ Playhouse 90' 
was a play of overwhelming 
force and tenderness... 
an artistic triumph.” 
— The New York Times 


“A dramatic knockout.” 
— New York Daily News 


“A masterful contribution to 
TV Drama.” — Broadcasting- 


Telecasting 

“*Playhouse 90’ in its opening 
month produced four plays of 
distinct merit and wide- 
prowling freshness.” 


— Newsweek 
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“Moving, heartwarming and 
Sunny... Kaye, Murrow and 
Friendly did their work for 
nothing: the money that would 
have gone to them went to 
UNICEF.” — New York Post 


“... Not only grand television... 
but ..: great statesmanship.” 
— Variety 


“In months to come it will 
probably win all the awards, 
scrolls and citations there 
are. It will deserve every last 
one of them.” — New York 
World-Telegram and Sun 


As television ended its first decade 

two programs eloquently testified to 

its boundless vitality: the regularly 7 
scheduled weekly dramatic series 

Playhouse 90 and the hour-and-a-half 

one-time special broadcast, “The 

Secret Life of Danny Kaye.” 


Each presented a great actor in a 
stunning performance, won vast 


Q-%) audiences and unstinted praise as 


a major television contribution, 
took infinite pains to produce. 
One earned for its producers 
tangible financial reward; the other 7 : 
nothing but critical acclaim. | 


It would be difficult to say which was 
more profitable to television. 


In these two programs the medium 
again brilliantly demonstrated its 
unique capacity to respond to the 
varied needs, interests and aspirations 
of the American people. Broadcast on 
CBS Television, they were produced 


with the enthusiasm and imagination 
that characterize the entire program 
schedule of the network. 


This kind of programming for profit 

helps explain why Americans spent 

more time watching television during 7 
1956 than during any previous year, . 
and why they spent as much time A 
watching CBS Television as the other 

two networks combined. 


CBS TELEVISION 
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Grocery leader in 
- the Target Market _ 


where your dollars 
buy the most 


The San Francisco Call-Bulletin moves more grocery products 

off the shelf because it carries far more grocery advertising 

(both retail and general) than any other San Francisco daily 
newspaper. 


Three rich West Bay counties— 
San Francisco, San Mateo and 
Marin—make up the Compact, 


profitable TARGET MARKET. 
The most for your money where it counts the most. . . 


SAN FRANCISCO 
CALL-BULLETIN 


— Represented b ; San Francisco us 
Molomey. ; ns 


Regan & Schmitt 


: 
_ Evening Newspaper 


Advertising Age, January 21, 1957 


) "ngewe Sales Hit Record $8,378,170,500 


in 1956, ‘Electrical Merchandising’ Says 


New York, Jan. 15—Electrical 
| appliance sales hit a new record 
jin 1956—$8,378,170,500—McGraw- 
| Hill’s Electrical Merchandising es- 
timated in its annual statistical and 
marketing issue this month. 

The publication points out that 
this is $122,000,000 more than the 
1955 total, and almost six times the 
amount spent in the last prewar 
year, 1941. 

However, this is small pumpkins, 
for the McGraw-Hill department 
of economics forecasts a $600,000,- 
000 increase in sales for the indus- 
try in 1957, for a whopping dollar 
volume of $9 billion. 

Leading all appliances in dollar 
volume was the radio-tv industry, 
with the refrigerator-freezer busi- 
ness, the home laundry business 
and the electrical housewares busi- 
ness following close behind. 

These four segments of the in- 


you'll be in 
4-leaf clover 
when you buy 
the new 


JOPLIN, MO. 


NEW NAME — From KSWM.-TV to KODE-TV. effective 
January 1, 1957. 


NEW MANAGEMENT -—Now affiliated with The Friendly Group, 
headed by Jack N. Berkman and John J. Laux of Steubenville, Ohio. 
New Vice President and General Manager is Harry Burke, former 

Vice President and General Manager of KFAB, Omaha, Nebraska. 


HIGHER TOWER -— 710 ft. above average terrain — 
22% higher than any other station in KODE’s 4-state coverage area. 


HIGHER POWER — 316,000 watts of designed power — 71,000 
watts more than any other station in this growing 4-state market. 
Covering 166,705 TV homes — out of range of “big-city” television. 
% billion dollar income. 


“PNSag 
you'll have more luck with 


FORMERLY KSWM-TV 


t% 
q 
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€ 

? 


A member of The Friendly 


MO. 


e KO/JE-TV 
JOPLIN 


HARRY BURKE 


KODE-TV JOPLIN, MO. CBS-ABC 


Harry Burke, Vice President and General Manager 


Croup 


WSTV-TY & AM, Steubenville, Ohio * WBMS, Boston, Mass. * KODE-TV & AM, Joplin, Mo. * WPIT, Pittsburgh, Penna. 
Rod Gibson, National Sales Manager « 720 Fifth Avenue, New York « JUdson 6-5536 


dustry accounted for the greatest 
dollar volume. 


s The radio-tv business sold 16,- 
400,000 units (exclusive of car 
radios, phonographs, record play- 
ers and records) for a total volume 
of $1.66 billion. Refrigerator-freez- 
er business was 4,657,000 units sold 
for a total volume of $1.58 billion, 
and the home-laundry business 
sold a total of 6,430,000 units for a 
volume of $1.525 billion. Electric 
housewares (including fans) ac- 
counted for an estimated $1.2 bil- 
lion in retail sales. 

Despite the fact that some of the 
electrical appliances showed de- 
clining sales (tv, refrigerators, 
freezers, standard ranges, and 
ironers among the majors), many 
had substantial gains and several 
of the newer products (including 
room air conditioners, dishwashers, 
food-waste disposers, clothes dry- 
ers and automatic washers) set 
new records in 1956. 


s Electrical Merchandising esti- 
mates that 1,765,000 room air 
conditioners were sold, up almost 
a half a million units from the 1955 
total. In 1956, 400,000 dishwashers 
were sold, a gain of 35.6% over the 
previous record established in 1955. 

In the home-laundry equipment 
field, both automatic washers and 
clothes dryers scored substantial 
gains over 1955. Total sales of 3,- 
460,000 automatic washers in 1956 
represented a gain of 10.8% over 
1955, while the sale of 1,660,000 
clothes dryers was an increase of 
more than a quarter million units 
over the previous record estab- 
lished in 1955. 

Many of the smaller appliances, 
commonly referred to as electric 
housewares, also had alltime high 
sales. Electric shavers, frypan- 
skillets, steam irons, portable mix- 
ers, automatic coffeemakers, bed 
coverings and blenders all sold at 
a record rate, while clocks, heating 
pads and automatic toasters also 
showed substantial gains. 


Weiss & Geller Adds C&C; 
Vinicombe Joins Agency 

C&C Super Corp., New York, has 
appointed Weiss & Geller, New 
York, to handle advertising for all 
divisions. This includes Batter-Up 
pancake batter, C&C Super soft 
drinks, both formerly with Hilton 
& Riggio, and Power Products, pre- 
viously with Parker Advertising. 
The agency already handles Ne- 
dick’s division. 

William F. Vinicombe, formerly 
advertising manager of C&C, has 
joined Weiss & Geller as an ac- 
count executive. 


Bakelite Names Three 


Bakelite Co., plastics division of 
Union Carbide & Carbon Corp., 
New York, has named J. L. Rodg- 
ers manager of its molding and 
extrusion materials department; 
A. F. Sward has been appointed 
manager of the bonding materials 
department, and J. B. Knowles 
has been named manager, con- 
sumer products department. 


Henderson Adds S.C. Bank 
Henderson Advertising Agency, 
Greenville, S. C., has been appoint- 
ed to handle advertising for the 
South Carolina National Bank. The 
step was taken, according to the 
bank, “in order to integrate the 
advertising activities of our 29 bank 
locations.” Statewide newspaper 
advertising is planned, ‘plus radio, 
television, magazine and outdoor. 


Paulsboro, Sandura Merge 
Paulsboro Mfg. Co., Philadel- 
phia, has merged with its sales 
subsidiary, Sandura Co., and will 
operate under the name Sandura. 
The company produces vinyl sur- 


| face coverings for floors, walls and 
| counters. 
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Time was when Baltimore 
was known as the City of 
White Stone Steps. 


Baltimore has changed as 
white stone steps give way { 


to modern-day design. 


ae 


To Sell the New Baltimore, Use the Paper 
More than Half the New Baltimore Reads! 


Never take a woman or a market for granted, 
because both women and markets have a way 
of changing. Take Baltimore, for instance. It 
used to be known as just another “Old Line 


Town.” But... Baltimore Has Changed. Shopping 


Centers to the North, East, South and West. 
One-Way Streets and Beltways! New Industries! 
New people! New buying habits! New reading 
habits, too. Best proof of this—more than half 
of Baltimore’s families now read the News-Post. 
ABC figures confirm this fact. Yes— Baltimore 
Has Changed. And if you’re not already using 
the News-Post to reach changed Baltimore, may 


we suggest that you too change-to the News-Post. 


Represented Nationally by HEARST ADVERTISING SERVICE INC. 


Offices in 15 Principal Cities 
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KTVX Appoints Two 


W. D. Swanson, formerly local 
and regional sales manager, has 
been appointed commercial man- 
ager of KTVX, Tulsa tv station, 
and Robert Norris, formerly pro- 
gram director, has been named op- 
erations director. 


WENB-TV Changes to WNBC 
WKNB-TV, West Hartford, 

Conn., the newest NBC-owned tv 

station, has changed its call let- 


\ters to WNBC. The uhf station 
| gets the call letters that were last 
used by NBC’s flagship stations in 
New York, now called WRCA and 
WRCA-TV, after NBC’s parent | 
company. 


Knudson Joins Ray Carr | 
Marvin E. Knudson, formerly an | 
account executive of Hal Short &| 


|Co., Portland, Ore., has joined the | ward, Cal., has resigned to become 
Ray Carr Organization in the same |copy chief of Arcady Press, Port- | 


| capacity. 


‘News’ Promotes Stone 

Herman P. Stone has been ap- 
pointed advertising manager of 
the Amsterdam News, New York. 
Mr. Stone was formerly a space 
salesman with the newspaper. 


Bishop to Arcady Press 
Wilbur Bishop, former ad man- 
ager of the Daily Review, Hay- 


land, Ore., printing company. 


FIRST IN TOTAL 


One Contr oy Delive 


The Boston 
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NAe Asicorane FOR 30 CONSECUTIVE YEARS 


All-Tobacco Paper 
for Cigarets Is 
‘Smoother, Milder’ 


New York, Jan. 15—A cigaret 
paper made entirely of tobacco has 
been perfected and is now ready 
| for commercial use, according to a 
|report in the current issue of 
Tobacco, weekly industry publica- 
tion. 

The paper was developed by 
Alexander Makovka, vp of Wims 
Research Laboratory, 1501 Broad- 
way. 

“The paper has sufficient tensile 
strength for use on modern cigaret- 
making machines and meets every 
standard as to porosity, opacity, 
combustibility and smoothness of 
burning,” the report says. 

Mr. Makovka is quoted as say- 
ing that thousands of smokers have 
tested experimental cigarets made 
| with the new tobacco paper and 
| Standard cigaret tobacco mixtures. 
|“The practically unanimous ver- 
dict,” he says, “is that the pure 
|tobacco paper gives a smoother, 
milder smoke than do filter-tip cig- 
| arets using the same mixture and 
|standard paper.” 
|@ The new paper, the report says, 

can be produced either in a light 
tobacco color or in pure white. 
The cigarets used in smoking tests 
| are made in pure white paper. 
“Attempts to make paper of 
waste tobacco were made as early 
as 1850,” Tobacco says. “But be- 
cause tobacco fiber is short and 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit + Pittsburgh weak, heretofore it has always been 
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: TUMES-STAR 
defend 130.919 


+-~+ ++ 
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130,004 


NEW LOOK’ 


CINCINNATI TIMES-STAR 


NEW LEADER 


~~ © in the 
Faint 


ning field 


Ist in ABC City Zone Circulation— 
NOW 130,919... 
ABC City Zone—UP 2,919 in one 


Ist in gains in 


year, nearly 3 to 1 over our com- 


petitor .. . in the BIG evening field! 


It pays to advertise in Cincinnati s only Locally 


Owned, Locally 


newspaper . . 


Edited, Locally Interested 


Gna Stwe— 


GEWERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE 
WEW YORK, CHICAGO, DETROIT, SAN FRANCISCO, LOS ANGELES 


FLORIDA REPRESENTATIVES: 


McASKILL & HERMAN, MIAMI BEACH 


FOR RICH MEN—Only 75 of these $595 
vicuna wool shirts were manufac- 
tured, says Bartlay Ltd, in this 
current ad in Esquire’s Apparel 
Arts. The shirt will be promoted in 
Esquire in early spring. Peck Ad- 
vertising Agency, New York, is the 
agency. 


necessary to add fibers of other 
materials, such as manila or vari- 
ous textiles.” 

Mr. Makovka is said to have 
solved the problem of tensile 
strength several years ago, and 
then worked on ways of regulating 
the speed of burning to suit the 
preference of American smokers. 

Decision has not been made 
whether to license use of the paper 
by cigaret manufacturers, or to 
produce a new brand of cigarets 
using the tobaco paper. A patent on 


|Mr. Makovka’s method has been 


applied for. . 


Sterling Drug Buys D-Con 


Sterling Drug, New York, has 
|bought the d-Con Co., Chicago 
manufacturer of rodenticides. The 
terms were not disclosed. Accord- 
ing to Sterling, the d-Con line of 
|products will be manufactured at 
a new plant under construction at 
Alliance, O. 


Aikin to Spitzer & Mills 


Earl Aikin has been appointed a 
vp of Spitzer & Mills, Toronto, and 
the interests of Ear] Aikin Ltd. 
have been merged with those of 
Spitzer & Mills. 


Ross Moves to Los Angeles 
Ross Advertising Agency, for- 
merly in St. Louis, has moved to 
7381 Beverly Blvd., Los Angeles. 


Are You Using 
Onionskin? 


If you think of onionskin paper only 
in terms of how many carbon copies 
you can make—you're missing a big 
bet! Turn to the February issue of 
ADVERTISING REQUIREMENTS 
and read “The Uses of Onionskin.” 

Here’s a report that tells how ad- 
vertising men are using the distinc- 
tive features of onionskin paper in 
unusually-effective promotions. AR’s 
monthly job is to keep you posted 
on onionskin, cold type, labels, dis- 
plays, audio & visual aids, premiums, 
prizes—you name it—anything and 
everything that helps you do a better 
job of advertising production, pro- 
motion and merchandising. 

If you’re not acquainted with this 
unusual service, correct the situa- 
tion now by clipping this ad, attach- 
ing $3, and mailing today for a year’s 
(12 issues) trial starting with the 
big February issue. Money back, of 
ee, if you're not completely satis- 


Advertising Requirements 


The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 
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UNF ORGET TABLE 


You never forget a face that is vividly etched on your heart. You 
never forget a story that is told with sympathy, understanding and 
genuine warmth. 


Such memorable pictures and stories are LIFE’s hallmark. They 
are the reason people respond to LIFE. Readers react regularly, 
in many ways, with wholehearted enthusiasm . . . to unforgettable 
pictures, meaningful words, and compelling advertising pages. 


SOURCES: Circulation; Publisher’s Estimate, (July-Dec. 1956). Advertis- 


1. 


LIFE’s 1956 advertising revenue spiralled to $137,350,000 . . , 
topping a record 1955 figure by more than $16,000,000. 

LIFE’s advertising pages skyrocketed to a record number of 4,654 
in 1956—33% more than any other big magazine. 

Climaxing a steady 1956 surge, LIFE enters 1957 with circulation 
at an all-time high . . . 5,740,000 copies per week. 

Retailers in major fields rank LIFE No. 1 to read, to sell with... 
and they prefer LIFE tie-in advertising material by far. 


ing Pages; Publisher's Estimate, (Jan. @Dec. 1956). Advertising Revenue; 
Publisher’s Estimate (gross figures, Jan.-Dec. 1956). Retail Ranking; PEO PLE RES PON D i O 
Audits & Surveys, Inc, 
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This Week in Washington ... 


‘57 Budget Augurs Still Bigger Ones 


By Stanley E. Cohen 
Washington Editor 

WASHINGTON, Jan. 17—The Pres- 
ident’s budget for 1958 blueprints 
the biggest peacetime government | 
in history, and establishes the basis 
for further expansion in 1959 and 
thereafter. 

Defense spending increases by 
$2.6 billion. At the same time, the 
budget gives a green light for a 
start on new spending programs in 
such fields as education, airports, 
slum clearance, national parks and 
resources development. 

Conservatives recognize that the 
budget accurately reflects the kind 
of “moderate progressive”’-ness 
which the President champions. 
They know these are the kinds of 
programs he will continue to pro- 
pose even if some of them fall by 
the wayside in the current session. 


® Since this would be the initial 
year for many of these programs, 
they will become more costly as 
they hit their stride in subsequent 
years. For example, the President 
talks of $47,000,000 for slum clear- 
ance, but candidly points out this 
program will expand in later years. 

Some of the new programs will 
be at least partially self liquidating. 
Aids to aviation, including an in- 
tensive drive to expand and mod- 
ernize airports, are to be increased 
85%, for a $464,000,000 total. In 
his message, the President notes 
the special benefit the airlines de- 
rive from this spending. “As the 
cost of providing these benefits 
rises,” he says, “it becomes in- 
creasingly appropriate for the users 
to share with the general taxpayers 
in paying for them.” 

. ’ s 

Conservatives lament: Despite 
tight budgeting at many points, the 
budget is a big disappointment to 
conservatives. At $71.8 billion, it 
gives back most of the $10 billion 
which Republicans chopped from 
federal spending during their first 
two years in office. 

Equally unpardonable, from the 
conservative point of view, it sops 
up the $13 billion windfall increase 
in tax revenue which boom times 
has brought the Treasury during 
the past three years. 

“If we can’t manage sufficient 
surplus to support tax cuts in times 
like these,” they lament, “when can 
we hope to get them?” 

7 . e 

Cold War Costs: Defense spend- 
ing, which takes 63% of the budget, 
remains as the one real area where 
savings could eventually occur. 


—.."Signs and Belts 
and Traffic Lights . . . 
Bandages and things!’ 


Amazing, the thousands of articles 
bought for American communities by 


POLICEMEN 

and EMPLOYEES 
Weapons, radio systems, safety devices, 
clothing, vehicles, parking meters, finger- 


print units, crime lab apparatus! YOU can 
sell MORE through the pin-pointed pages 
of this uniquely specialized magazine. 
CALL THE POLICE for sales-expansion! 


wm. C. c ° P P & Associates 
1475 Broodway, New York 36, N.Y. 
BRyant 9 7550 


During the coming year the armed 
services alone are seeking an in- 
crease of $2 billion. Most of this is 
for new equipment and weapons 
“of vastly greater capacity” which 
are expected ultimately to change 
military strategy, tactics and or- 
ganization. 


So far, however, these weapons 
have merely increased the cost of 
defense because at the present 
stage there still are no plans to cut 
back the amount of manpower in 
uniform. In fact, the Air Force will 
be increased by several thousand 
men. In addition, over $5 billion 
goes for purposes budgeted as “re- 
search and development.” 

> e * 


Government Agencies Need 
Money: Many of the “old line” gov- 


ernment agencies are held to cur- 
rent rates of operation, except for 
special assignments or adjustments 


to cover recent increases in wages | 


and fringe benefits for federal em- 
ployes. 

While the anti-trust division of 
the Department of Justice remains 
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500,000 increase, the second stage 
of a carefully documented rehabil- 
itation and expansion program 
mapped by a special evaluation 
committee set up by former Health, 
Education & Welfare Secretary 
Oveta Culp Hobby. The FCC asks 
an increase of $1,000,000, mostly for 


roughly at present levels, the Fed- monitoring and other technical 
eral Trade Commission wants an| °Tk. 

increase of $700,000, mostly for ° e e 
anti-monopoly work. Food & Drug Empire Builders: Needless to say 
Administration is slated for a $2,-| some of the increase in the budget 


WHAT TO BUILD 


HOW TO BUILD IT 


“WHAT” takes him one step... 
“HOW” takes him two... 
that’s the way American Builder 


moves your prospect cl 


ser to you! 


Put yourself in your prospect’s shoes, What to build? A 
ranch house? Here’s a beauty right here in American 
Builder. Split level? Just look what AB’s editors have to 
say about this one! And what about... 


But hold it a second! The “WHAT” alone won’t put your 
prospect in business. No, sir! Because you know... like 
any bright builder knows...Mr. Average Homebuyer is 
a contrary customer. He may love the models, be ready 
and able to buy... but he insists his house has to be dis- 
tinctively different. Everything, that is...except the price! 


“HOW” to do it? No trick at all when your builder-prospect 
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results from empire-building by 
imaginative and resourceful public 
servants whose programs are pol- 
itically popular. 

Consider the Agricultural Mar- 
keting Service. It is supposed to 
help solve the farm surplus prob- 
lems by developing “practical an- 
swers to problems encountered in 
moving products from the farm to 
the consumer.” 

This year it has $28,700,000; an 
increase of $3,000,000 over 1956. 


With this fund it has enough money 
to pry into projects all the way 
down to the retail level. Currently 
it is investigating the impact of 
trading stamps. Another recent re- 
port tells food wholesalers how 
to reduce delivery costs. A third 
teaches food supermarket chains 
how they can establish more effec- 
tive control over store managers. 
In the year ahead it wants to in- 
crease its spending to $32,800,000, 
another $4,000,000 increase. e 


N.Y. Art Directors Set Annuai 
Art and Design Competition 
Entries for the Art Directors 
Club of New York’s 36th annual 
advertising and editorial art and 
design competition will close Feb. 
16. All entries should be sent to the 
club, 115 E. 40th St., New York. 
The exhibit will be heid this year 
a week earlier than usual, May 
25-31 in the Waldorf-Astoria. 
Members’ preview is scheduled for 
May 24, with the awards luncheon 


on May 27. Part of the exhibit will | 
be the second annual visual com- 
munications conference scheduled 
for May 28-29. 


Cott Plans N.Y. Drive 

Cott Beverage Corp., New Ha-| 
ven, Conn., has scheduled an ex-| 
tensive advertising campaign for | 
the New York area. The drive| 
will include radio spots, newspaper | 
ads and point of purchase promo- 
tion. Dowd, Redfield & Johnstone 
is the agency. 


reads American Builder. Its editors go all out to give him 
the answer in articles like...“How they customize to kill 
that Development Look.” Yes, that’s right...here’s how 
another builder successfully licked the same problem. It’s 


all spelled out for him...complete 


struction details, a realistic estimating guide, actual photos 


in full color. 


*5-2"x1O" BUILT-UP WOOD GIRDER 
—16"% 16" CIND. CONC. BLOCK PIER 


with blueprints, con- 


i 


be 


Simmons-Boardman, New York 7, N.Y. 


“WHAT to build—HOW to build it!” This fresh editorial 
concept earns its keep all through the pages of American 
Builder, the only book that looks on both sides of the 
builder’s dollar. That’s why 108,864 light construction men 


NOBODY COVERS AMERICAN BUILDING LIKE THE 


AMERICAN BUILDER 


| 


YZ 


Keen Johnson Named to New 
Reynolds Metals Post 


Reynolds Metals Co., Richmond, 
Va., has appointed Keen Johnson, 
formerly vp of public relations, vp 
of public affairs, a new position es- 
tablished to “take advantage of the 
opportunities and fulfill the obli- 
gations in this area.” A former 
governor of Kentucky, Mr. Johnson 
has been with Reynolds 13 years. 


Keen Johnson Donald B. McCammond 


On leave of absence from the com- 
pany, he was Under Secretary of 
Labor in 1946 and 1947. His new 
duties will include representing the 
company at major public events, 
speaking as an officer of the com- 
pany before audiences and acting 
as liaison between the management 
and important public offices. 

Donald B. McCammond, most re- 
cently executive assistant to the 
Assistant Secretary of the Depart- 
ment of Defense, has been appoint- 
ed to succeed Mr. Johnson as direc- 
tor of public relations. Mr. 
McCammond also has been pr and 
advertising director of Dewey & 
Almy Chemical Co. 


Rosenfield Named Ad Director 

Harold A. Rosenfield, formerly 
assistant advertising director, has 
been appointed advertising director 
of the Buffalo Courier-Express. 
He succeeds William E. O’Brien, 
who will remain with the news- 
paper in an advisory advertising 
capacity. 


| Marshall Joins Coch Agency 

Lyal Marshall has resigned as 
associate research director of 
Look, New York, to join Clifford 
|Coch Advertising. The agency, at 
|280 Madison Ave., New York, has 
changed its name to Marshall & 
Coch Inc. 


Pepsi Produces PR Manual 


Pepsi-Cola International has 
produced a 72-page public rela- 
tions manual for use by its bot- 
tlers overseas. A similar manual 
will be made available shortly for 
domestic bottlers. 


come running for it right here every month. “WHAT- 
HOW” moves your prospect “one-two” giant steps in your 
direction...warms him up to what you have to say and 
sell. Remember, it’s “net readership” that really counts, 
not “gross.circulation”. More interested readers for your 
dollar ready and waiting in... AMERICAN BUILDER, 


Handle Your Publicity 
Easily, Efficiently 


OVER 2000 LISTING CHANGES 

| Bacon's NEW 1957 Checker! Most com- 
plete listings available for releasing pub- 

| licity. 3356 business, farm and consumer 

magazines listed in 99 market groups. Over 

2000 listings have been changed for 1957. 


Bacon's editor-coded system shows 
exactly what material each publication 
uses. Pin-points publicity —saves on prep- 
aration, photos and mailing. Sturdy fabri- 
| coid, spiral bound book. 644" x 944" size, 
272 pages. Write for your copy tedey. 
i 


PRICE $15.00 Sent on Approval 


Name 
Compony 
Address 
City __.. State 
Bill: CO Me 0 My Company 


BACON’S CLIPPING BUREAU 
343 So, Dearborn St. Chicago 4, Illinois 
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,|Hioss Joins Showalter Can’t Adore Autos 
|| Lynch, Agency Moves 2 
Mrs. Annette Ross, formerly food Without a License, 
editor of the Portland Oregonian, . 
has joined Showalter Lynch Ad- 3-Year-Olds F ind 
vertising Agency as head of the 
| food, household and allied services) ,, Beg Sr x hee ~ © seized 
department. The agency has moved the automotive industry here last 
its offices to 718 West Burnside Sunday as two three-year-old boys 
St., Portland. conducted their inspection of the 


Chicago Auto Show—and_ got 
Julian Czukor Joins 425 tossed out of four exhibits in an 


Julian Czukor, formerly account| hour. 
services move to 200,000 people »xecutive of Peck Advertising, has| The two toddlers had breathless- 
- ; ioined 425 Advertising Associates,||y embraced their first chance to 
through a 2ingle modiam reaching New York, as head of media and p Aimee the national disease, auto- 
over 39,000 homes every day! oroduction. At Peck, Mr. Czukor| philia. But it wasn’t easy: Detroit 
worked on the Julius Kayser Co.| was too busy protecting its gorge- 
Full color available account before 425 Assoviates wa~| ous road-show feathers to be very 
et up to handle the Kayser ad-| infectious. 
p GREEN BAY | | vertising. Dodge provided the first bounce. 
. The little auto enthusiasts were 
R ESS . G ALE T T E _|Proebsting Names Harpham conducting a test demonstration of 
John Harpham, creative director, | ‘hat division’s new soil-proof, in- 
has been appointed a vp of Proeb- | destructible seat upholstery when a 
sting, Taylor Inc., Chicago. model appeared, turned pale under 
her tan, disguised her feelings 
beautifully—and hauled them off 
the display. 


In the independent Northeastern 7 


Wisconsin Market goods and 


Phil A. McClosky, Manager, General Advertising 


® Ford Motor Co. and the British 
auto industry capitulated more 
quickly. The pair lasted only a 


minute on a revolving dais which 

' also contained a gigantic new Lin- 
coln. And they got shooed out of 

Import Motors’ display almost be- 

fore there was time to see what 

was under the cockpit cover of a 


shiny red Jaguar. 

Chevrolet afforded little more 
time, but a lot more delight. Its 
exhibit contained a massive delici- 
ously grimy dump truck which was 
advertised as having just withstood 
all the terrors of the Alcan High- 
way. To make the point, it rested 
on a 40-foot chunk of the highway, 
complete with wheel ruts, boulders 
and several tons of dirt. 

Squealing with joy, the little 
outlaws made for the Alcan and 
proceeded to scramble over every 
unoccupied piece of earth while 
the Chevrolet division gaped with 
horror. Two uniformed guards fi- 
nally put the arm on the two in- 
fants, one of whom then spoke as 
follows (through. his father-inter- 
preter): 

yen, Inc 3, \ 4 
Bence, Barn, Durine OF OW {4 ; } = “What kind of pr is this—to 
ase tame rs Hots 1. ew So ' § ay charge us admission, then not let 
us enjoy ourselves? Also, if this 
truck can stand the Alcan Highway 
why can’t it take us?” 
wwe P / % In some detail, an usher ex- 
Fawn Fs a> os re plained that there was “a lot of 
money tied up in this show.” But 
the fugitives didn’t hear him. They 
were already behind the steering 
wheel of a neighboring laundry 
panel, were discovering that “some 
meatball took the keys” and were 
no doubt reflecting the vagaries of 
public relations and how great in- 
dustries are often built upon sand. 


Sw , 
Phoenix. Arizon@ 


Safeway Names Becker 

E. F. Becker has been named to 
succeed Bob Lewis, who has re- 
signed, as division manager of ad- 
| vertising and market research of 
| ooey Stores, Oakland. Mr. 
Becker returns to a job he held for 
15 years. In the past 5 years, he has 
| been manager of Safeway’s Brook- 
side division. 


A billion dollar market, this Arizona! And it's growing at a rate unequalled by any other . 
area. Since World War Il, Arizona has had undisputed rank as the nation's fastest growing state aera Eeaete Sites 


Douglas C. Billian, formerly on 
(65%) and has led the other 47 states in percentage growth of income, bank deposits, manufac- the sales staff of McGraw-Hill 


turing output, mineral production and value of farm products. Publishing Co.'s southwestern di- 

‘ , ’ . vision office in Dallas, has been 

No other medium can approach The Phoenix Republic and Gazette in breadth of cover- appointed southeastern division 

age and depth of influence on Arizona's million people and their billion dollar budget. /manager with headquarters in 

Atlanta. He joined McGraw-Hill 

in 1955 from the American Bank- 
ers Assn., Chicago. 


— ' dius 

+ a a nn AL McClelland Named Publisher 
hoontx REPUBLIC ana J. M. McClelland Jr., editor since 
azette 1941, also has assumed the respon- 
A member of the Metro Sunday Magazine and Comics Group. | sibilities of publisher of the Daily 
|News, Longview, Wash. He suc- 
ceeds J. M. McClelland Sr., foun- 
der of the News 33 years ago, who 
|has retired. Mr. McClelland Sr. 


| continues as president of Longview 
| Publishing Co. 
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Current population estimate for Houston 
A.B.C. city zone is now 924,318!* Almost 
200,000 more people than in 1950. With 
this 26.5% population increase in the Houston 
city zone, one shining truth becomes appar- 
ent — You Can’T Cover Houston WITHOUT 
THE Post. 
The Houston Post has done the best job of 
cig keeping apace with Houston’s rapid popula- 
newspaper cities-5S00,000 to 41 ,000,000 tion growth. It has the /argest circulation 
as listed in Standard Rate & Data Service = __ | gain, 1950-56. 

Senta R aI : ia: ; Get the new facts on Houston, where the 
trend io The Post grows and grows. See your 
Post salesman or your Moloney, Regan & 

Schmitt representative. 


THE HOUSTON POST 


*Based on information obtained from city officials, city zone 
increase to 924,318 as of February 1, 1956. A.B.C. Pub- 
lisher’s statement for six months ending September 30, 1956. 
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Retail Grocers Placed Over 1,831,300 Lines poe YOU : 


In The Pontiac Press Last Year 
ONE OF THE REASONS WHY 
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0.6. SCHATTE 
JA. 3-5691 


PONTIAC 162nd in Population 


(83,400) 
RANKS 


102nd in Food Sales in U. S. | 
$36,870,000 


Sales Management 200 Leading Cities and Counties 


ese eae 


Consolidated /Amenean 


Advertising Age, January 21, 1957 


FORESIGHT—Each winner in a sales contest conducted by Consolidated 

American Life Insurance Co., Houston, received first, second and on 

down choice (depending on contest standing) of a location for an 

outdoor poster bearing his name and phone number. In the Houston 

area, 24 salesmen rated a poster each. Ritchie Advertising Agency, 
Houston, is the agency. 


PONTIAC PRESS | rtscacsscmr ane 


PONTIAC + MICHIGAN 


= 


57,312 


e ABC | delphia manager of Electronic De- 


7 out of 10 Press Homes 
Take No Other Daily Newspaper 


Scolaro, Meeker & Scott, New York, Philadelphia, Chicago and Detroit 
Doyle & Hawley, San Francisco and Los Angeles 


publication. 


Bryce Gray Jr., formerly Phila- 


sign, New York, has been promoted 
te advertising sales manager of the 


THE SALT LAKE INTERMOUNTAIN MARKET 
P, 
fi 


on Mlogether “ol 
i bigger and differenter F fie 
5, than you might think! 3 = 


Salt Lake City is just the beginning 
of the Intermountain Market. 

It's not just Salt Lake City with $66,296,000.00 in 

annual food sales; not just Utah with its $173,410,000.00 in 


Sac 2H KG CSAS 


food sales; but the entire 4-state Intermountain market* with its 
$323,152,000.00 in food sales. In the West, people's needs are 
the same—but marketing is different. Experience shows that you can reach— 


and sell—this entire market of 1/3 million persons only if you use the complete coverage of 


Salt Lake’s two great metropolitan newspapers. 


Source: SRDS Consumer Markets, June 15, 1956 * Designated as one big market by the Department of Commerce 


and the National Retail Drygoods Association. 


Think bigger about Salt Lake .. . It grows on you 


The Salt Lake Tribune 


(MORNING & SUNDAY) 
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DESERET NEWS sno 
Salt Lake Telegram (eveNninc) 
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COLOR IN NEWSPAPER ADS ADDS EXTRA SALES 


Represented Nationally by: MOLONEY, REGAN & SCHMITT, Metro Sunday Comics Network. 


Pabst Likes Ad 
Salesmen Who Help 
ippee Beer: Lachner 


Cuicaco, Jan. 15—Salesmen from 
,all advertising media are more 
than welcome at Pabst Brewing 
|Co.—if they have a concrete plan 
|for increasing the sales of Pabst 
| products, Marshall Lachner, Pabst 
| president, said today. 

“Go out and study the Pabst sit- 
/uation in the various markets and 
then come in and tell us how we 
can increase our business,” said 
Mr. Lachner in a talk before the 
Newspaper Representatives Assn. 
of Chicago. “If we think you are 
right, we’ll buy your advertising 
| program.” 
| In answer to a question, Mr. 
Lachner said there is no reason 
| why an ad salesman could not ac- 
curately predict a gain in sales if 
a certain advertising and merchan- 
dising campaign is used. 

“Management of a company 
/must make forecasts on sales and 
| profits to stockholders and there is 
|no reason why you can’t,” he said. 

He assured his audience that 
| they would receive the same treat- 
ment from Pabst as _ television 
| salesmen. “I talk the same way to 
| the tv boys that I do to you,” he 
| added. 


® Mr. Lachner admitted that the 
1956 Pabst advertising program 
was not successful. He said the 
company has doubts about the 
amount of beer being sold on the 
iv boxing shows sponsored by 
Pabst. He told the newspaper rep- 
resentatives about the company’s 
plans to use advertising on sides 
of trucks this year for the first 
time (AA, Dec. 24, ’56). 

During the questioning Mr. 
| Lachner disclosed that regional 
beers are Pabst’s chief competitors; 
that the average grocery store 
markup on beer is 22%, and that 
the company has a training pro- 


|gram for its distributors. * 


‘Art Direction’ Reports 1.5% 
Increase in Studios in 10 Years 

Freelance photographers in- 
creased from 337 to 532 in New 
York between 1947 and 1956, while 
freelance artists dwindled from 
1,244 to 891. These figures are re- 
ported in the January issue of Art 
Direction. The magazine said the 
survey also showed that photo- 
graphic studios here moved up 
from 234 to 283 in the 10-year 
period. 

“Over-all, the art-photography 
establishments have shown a 1.5% 
increase in the 10-year period. This 
is hardly a growth figure when 
compared to the booming advertis- 
ing budgets and total advertising 
and ad art billings over this 
period,” Art Direction said. 


Xogan Joins Preterred 

J. M. Kogan, for the past nine 
years manager of the _ special 
advertising department of the 
Times-Herald, Dallas, has been 
|appointed president of Preferred 
| Printing, Dallas. 
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JACK W. MINOR, Vice-President in charge of Sales, Plymouth Div., Chrysler Corp. 


The Vice-President in Charge of Sales Knows... 


“WHY PLYMOUTHS 


“Louisville’s remarkable growth and progress in the 
past decade is eloquent testimony to the vigor and 
vision of its business and civic leaders. I perceive 
a striking analogy between Louisville’s spirited 
get-up-and-go and Plymouth’s young, aggressive 
business philosophy. You might say both are char- 
acterized by ‘the Forward Look’ in their outlook.” 


SELL SO WELL IN LOUISVILLE” 


Last year the Plymouth Division, Chrysler Corp., 
affirmed its confidence in the thriving Louisville 
market by investing over 26,000 lines of advertising 
in both The Courier-Journal and Louisville Times 
. . . newspapers which invariably rank at or near 
the top in every quality survey of American News- 
papers. 


Gell Louisvitte for all iti. worth! 


A Major American Market Where One Daily Newspaper Combination Reaches 99% of the People 


Ghe Convrier-Zonrnal - THE LOUISVILLE TIMES 


392,500 Daily Combination © 313.633 Sunday © Represented Nationally by The Branham Company 
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Newspapers Urged 
to Set Up National 
Promotion Program 


AusTIN, Tex., Jan. 15—News- 
papers need a unified national ef- 
fort to sell the basic concept and 
idea of the newspaper to the 
American people, Otto A. Silha, 
vp and business manager of the 
Minneapolis Star and Tribune, 
believes. 

In a speech to the Texas News- 
paper Seminar here last night, 
Mr. Silha suggested that perhaps 
the Bureau of Advertising of the 
American Newspaper Publishers 
Assn. (“already doing a first rate 
job of selling newspapers to ad- 
vertisers”) might take on the ex- 
panded job of promoting news- 
papers to the general public. 


s “The daily newspaper,” Mr. Sil- 
ha said, “is a personal thing— 
a living thing—a highly useful 
thing. It sadly needs promotion. 
Our newspapers for the most part 
are grossly undersold and under- 
promoted ... Why are we so 
bashful about our newspapers? 
The alert reader-family can tear 
a paper to shreds, clipping out 
items of useful value every day 
and putting them to use... 

“We just haven’t sold most of 
our customers on using our prod- 
uct to its fullest potential. The 
housewife probably comes nearest 
to that full utilization in her daily 
shopping via newspaper advertis- 
ing. Some men achieve a measure 
of potential use in financial pages 
and stock market tables ... 

“Are we _ devoting enough 
thought to better promotion of the 
so-called ‘hard core of the news’? 
Here is our basic reader ap- 
peal... But what new, dramatic 
and imaginative idea has ap- 
peared to help us drive home to 
our readers the prime importance 
of this basic service function? 
And what use of that news in- 
formation can mean in the con- 
tinuing learning process of daily 
living?” 


Weinstein Joins Gaskill 

Morton J. Weinstein, formerly of 
Sherman Lawrence Advertising, 
has joined Gaskill & Johnson, New- 
ark, as vp. He will direct all na- 
tional and industrial advertising 
programs. 


How To 
Distribute 
3,000,000 
Cook Books 


If you've ever had the problem of 
distributing a great number of pro- 
motional pieces—you'll be fascinated 
by this story that appears in the 
February issue of ADVERTISING 
REQUIREMENTS. 


It tells how General Mills used a 
28-page insert in Coronet magazine 
to distribute its new Bisquick Cook 
Book and how, by over-running 
5.9 million inserts for distributing 
through other channels, the unit cost 
dropped to 544¢ per copy for a full- | 
color job. Plenty of interesting pro- 
duction techniques here, and that’s | 
why you'll find the story in ADVER- 
TISING REQUIREMENTS whose 
editorial aim is to keep you posted 
on all the lastest techniques and de- 
velopments of advertising produc- 
tion, promotion and merchandising. 


Year’s (12 issues) trial costs just | 
$3. Clip this ad and mail ay. | 
Money back guarantee. 
— starts with big February 

e. 


Advertising Requirements 
The Workbook of Advertising 

Management | 
200 E. lilinois St., Chicago 11 


| 
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‘Highland Park News’ Features | vertisements designed by the stu-|bank, a beauty salon, a carpet re-| South Bend, resigned the entire 
Student Ads in Contest 


ism classes in Highland Park High 
School, Highland Park, Ill., for a ple for whom the ads were pre-| Buchen Gets Conn Organs 
few busy weeks in December, add- 
ed some practical on the job expe- re 
rience to their book learning as | "€cessary cuts. 
they worked with local merchants 


newspaper. The Highland Park | asked to vote for the ad they liked| Buchen Co., Chicago, to handle | and public relations of Cone Mills 
News, in its first annual “junior | best. Four winning ads were chosen | advertising for Conn Organ Corp.,|Corp., New York, producer of cot- 
adcraft competition section,” pub-|and the winning students received | electronic 
lished Dec. 27, presented 36 ad-|trophies and citations. Ads for a| subsidiary. MacDonald-Cook Co., | new position in the company. 


Advertising Age, January 21, 1957 


dents. Ideas, copy, layouts and/tailer and a children’s clothing| account after handling it for 36 


Students ta © et, iesateahs artwork for the ads were all stu-| store took top awards. years. 
Bate, SS Se es aes a" | dent work. The local business peo- 


Cone Mills Names Bagwill 

Cc. G. Conn Ltd., Elkhart, Ind., John W. Bagwill, formerly asso- 
which recently named Jaqua Ad-| ciated with Fred Rudge Associ- 
vertising, Grand Rapids, Mich., to| ates, New Canaan, Conn., man- 
A new angle to the project was a| handle its Conn band instrument| agement consultant, has been 
preparing ads for the local | contest in which readers were) division (AA, Jan. 7), has named | appointed director of industrial 


pared paid for the newspaper 
|space, and the paper contributed 


organ manufacturing ton and synthetic textiles. It is a 
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Advertising Age, January 21, 1957 


H. K. Porter's Ad Policy Has Changed *'r:-:1. m-. wauscn saia 
m as Company Grew, Wallach Says 


Cuicaco, Jan. 15—A new ad-) public relations for Porter. oh it the on dite 
vertising strategy has been de- Mr. Wallach described Porter’s pet ae ee ——— = 
veloped for H. K. Porter Co.,| new policy to the Chicago chapter 
stemming from the company’s | of the National Industrial Adver- 
growth through acquisition of 17| tisers Assn. last night. 
companies in less than eight | Porter now gangs up the ads| 
years, according to Phillip C. Wal-|of its different divisions into one 
lach, director of advertising and | multi-page insert, he told the 


| divisions advertising in the same 
| publication, some ads appearing in 

different issues, others appearing 
| scattered throughout one issue. 


| sue, with the ads grouped in one 
| package. 


s “We are now in Iron Age with 
a five-page insert, opening on a 


45 


| right-hand page, followed by four; HKP. This reverses previous pol- 
succeeding pages of ads from dif-| icy, which stressed the division 
ferent H. K. Porter divisions,” he | ame in each logo, and helps tie 
continued. “Our readership stud-| together the division ads in the 
ies have shown that the grouping multi-page inserts. 

packs a bigger wallop and that 
each page gets more readership 
than it would when scattered in 
the issue.” 

Beginning Jan. 1, Mr. Wallach 
said, the company adopted a new 
logotype which is similar for all 
divisions and achieves family 
identity by stressing the letters 


® He said the advertising budget, 
which approaches $1,750,000 a 
year, and the media schedule are 
decided in July and August. 

“If space salesmen call on us 
in September, October and Novem- 
ber, they are reaching us at a 
time when our budgets are 99.9% 
set,” he declared. 
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Other points he cited on com- 
pany promotion policy and oper- 
ations included: 


e “Every division must send a 
sales letter to its customer list 
once a month. 


e “We make our own mail lists; 
we never buy an outside list. 


e “We go in strong for catalogs 
and bulletins. 


e “One of our strong mail pieces 
is our monthly publication, ‘Por- 
ter People, Products and Place.’ 
We get a ribbing from our col- 
leagues occasionally for the long, 
alliterative title, but we’ve found 
it’s a name that sticks, and we’re 
hanging on to it. 


e “Our division advertising man- 
agers are also publicity and com- 
munity relations men. They oftén 
deliver the news to local editors 
personally, rather than relying on 
home office announcements and 
the wire services. This pays off 
very well.” 


® In response to a question on how 
he sold advertising to his man- 
agement, Mr. Wallach replied: 

“I think most industrial adver- 
tising people are on the defensive 
too much,” he said. “They spend 
too much time talking about their 
status and how much they can 
make. I agree with John Sasso 
(vp and public relations director, 
G. M. Basford Co., New York) 
that those who aren’t paid much 
don’t deserve it, and that where- 
as there is a segment of manage- 
ment that you can’t sell adver- 
tising to, you can sell it to a 
reasonable management.” 


‘Town & Country’ Ups Rates 

Town & Country, effective with 
the July, 1957, issue, will advance 
its bew page rate from $1,600 to 
$1,800 and color pages from $2,000 
to $2,300. For retail advertising the 
new rates will be $1,600 for a b&w 
page and $2,100 for four-color. 
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The Zi Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


OVER 92,000 DAILY 
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. , It’s a red letter day for people in the “three 
corners” area of Colorado, Utah and Wyoming— 
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Advertising Age, January 21, 1957 


Advertising Pages and Linage in Consumer Magazines 


December and Year-1956 Figures for U.S., Canadian and Foreign Publications Reporting to Advertising Age 


P Pages Lines — ¢ Pages Lines —s 
Dec. Dec. Year Year Dec. Dec. Year Year | Dec. Dec. Year Year Dec. Dec. Year Year 
1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 1956 1955 
7 Personal Romances ........ 124 152 1921 2248 5,320 6,505 82,389 96,428 
Weeklies, Bi-Weeklies, Semi-Monthlies TV Star Parade .......... 121 46 1735 1945 5203 6279 73,378 83,441 
Capper’s Weekly ...........- 5.9 8.1 148.2 155.3 5,945 8,134 148,196 155,258 Screenland ...........00- 16.3 13.3 75.3 55.6 6,990 5,720 32,288 23,859 
iu <caudde ve vo "403.3 «-1ML-3-:2,010.1 1,053.2 «70,182 75,717 686,770 716,197 | secrets Romance Group 
alae ceceee 1140 1032 919.0 = 879.3 48,890 = 44,236 «= 393,838 = 377,245 Revealing Romances ........ 16.0 143 1985 187.3 6,873 6.145 85,144 80,343 r 
NS, awe 168 182 3445 3222 18,770 18,197 344,495 322,169 Se ded cs 645 vdidwns 163 15.0 2036 194.4 6,994 6.399 87,364 83,351 
Sci) Gab ees 00 351.0 317.2 4,655.8 4,397.6 238,682 215,674 3,165,918 2,990,320 Silver Sereen ............ 148 11.6 76.5 611 6.362 4,970 32.821 26.214 
OSD PHO Fe 153.7 170.3 1,630.3 1,575.8 104,523 115,824 1,108,611 1,071,584 {Timely Women’s Group ...... 20.8 19.0 118.2 104.3 8.125 8.151 46,085 44,759 
New Yorker ......--.. | SAS «477-1 4,935.0 4,530.0 232,426 © 204,664 2,117,117 1.943.358 | True Story Women’s Group: 
{Newsweek .......... ceeee 252.2 218.0 3,280.4 2,954.2 105,911 91,551 1,377,747 1,240,785 MND | cauuhes civces 35.0 338 4976 455.7 15,030 14,517 213,465 195,493 
Presbyterian Life ............ 7.8 95 1563 189.4 3,274 3,997 65,621 78,427 TV-Radio Mirror .......... 12.0 222 2645 293.7 5,159 9,510 113,488 125,973 
The Reporter .............- 5.4 69 1656 2012 2,262 2,879 69,553 84,485 | True Experience .......... 129 21.0 2815 308.5 5,511 9,022 120,728 132,359 3 
Saturday Evening Post ........ 250.8 266.8 3,671.0 3,686.3 170,539 180,949 2,496,311 2,506,721 True Love Stories ........ 12.9 20.9 279.1 309.5 5.525 8,948 119,723 132,748 4 
Saturday Review ............ 68.3 618 859.2 8196 28,685 25,956 360,870 344,232 tis Romance... 13.2 211 2817 3085 5,651 9.052 120,842 132,330 4 
Sporting News .............. 25.5 18.9 04 = ao 4 por! aoe Sed oe ee 54.0 53.7 750.0 639.1 23,172 23,022 321,743 274,146 : 
Soorts Wastrated .......... as any Saeny 39020 102806 01861 1448912 21,586790 | _ Teta Grow ............. i360 “W368 57226 “56950 16439 87308 Daas202 7400026 
+ 9 A Ae va tar. thaeeileld 441 186 438.1 "299.4 8.033 3.248 ”'"79:737 "54.493 tNovember December issues combined; same monthly totals reported for November. tLarger page size in November ‘SS (429 : 
we $U.S. News & World Report. 222.0 254.1 3,203.6 3,019.2 93,232 106,706 1,345,497 1,268,048 | lines). Published bi-monthly; figures shown are for Nov.-Dec. issue. : 
Total Group ............. T4831 23676 301992 24585 1575917 1,248,316 15,983,812 15,221,422 . . : / 
+Five issues in December 1956; four issues in December 1955. {Four issues in December "56; five issues in December "55. Magazine Linage Trend Figures in thousands :. 
) 
Women’s ) ; 
Everywoman’s Magazine ...... 26.4 245 4060 4448 11,338 10,525 174,176 190,820 WEEKLIES 
a Family Circle ............-: 38.0 388 6608 769.1 16,319 16,658 283,479 329,954 | | 
ee Sood Housekeeping .......... 100.0 96.0 14918 1.4229 42,851 41,374 639,916 610,426 | 1956 
™ Ladies’ Home Journal ........ 99.3 995 1,249.6 1,209.7 67,388 67,575 849.616 822,492 | pee [1.576 1 . 
McCall's Magazine .......... 62.0 65.4 915.3 887.5 42,186 44,497 622.481 603,524 | : 
Parents’ Magazine .......... 60.1 57.6 7224 6834 25,896 24,772 311,06 294,092 | | 
ee veh ecenes 79.0 71.0 1,4014 1,325.9 53,947 47,996 953,190 901,358 | Nov. [1.678 | - : 
Western Family: 1955 g 
Southwest Edition ........ 157 168 2766 347.0 6,776 7,229 118,700 + ©=-:148,872 | 
#Mountain Edition ........ 46 143 «255.4 =: 316.1 6,271 6.125 109,573 135,611 | 
#tNo. Calif. Edition ...... 155 169 2649 337.7 6,651 7,239 (113,630 144,846 | 
H#Northwest Edition ...... 165 161 277.0 3411 7,060 6.911 118.823 146.328 | : 
Woman's Day ............-- 33.8 41.0 5788 685.1 14,490 17,584 248,272 293,87 " BUSINESS FASHION 
Woman's Home Companion .... 41.0 45.8 65542 6325 27,806 31,161 376,810 430,122 | WOMEN’S som 
The Workbasket ............ 18.3 108 3754 323.7 3,585 2,124 73,584 63,459 1956 
Total Group ............. S202 6145 94296 9.7265 332,564 331,770 4 993,283 ‘5.115.777 DEC. [435 DEC. 
# Not included in totals. 
: Nov.[473 | Nov.[326 | 
fe General 1955 
2 American Artist ............ 268 253 3029 276.0 11,247 10,630 127,186 115,903 
= American Forests ............ 128 176 207.3 226.0 5,124 7,392 86,828 94,906 
American Legion ............ 17.7 180 229.0 224.7 7,496 7,594 96.249 94,388 
EC ieawd sine saveees 169 173 2312 224.3 7,249 7,435 99,197 96,240 
RRR 48.2 449 408.2 340.9 20,243 18837 171,461 143,139 
Christian Herald ............ 35.0 30.0 4716 438.2 14933 12,795 202,217 187.977 | Bi siness 
mae sveverssrsressess- eee a a > = om 738 717 909.1 848.0 48.449 47,067 596,400 556,302 
Cosmopolitan .............. 11214024860 2806 «= 4819 «S966 «104.940 «103.226 | Business Week .............. 463.8 448.7 5,859.9 5,659.2 194,779 188,441 2,461,126 2,376,863 
eas'e Sse te 34 89 24.3 5.0 2229 2518 39.565 35.752 | tDun's Review & Modern Industry 62.3 56.3 893.3 857.6 26149 34656 520,918 528,262 
~~ cpadtenyiaacaty 80 40738)0«CO781=«s76B2©2««COS7B6L «SOG? «529382 SazSeq | Financial World ............ 419 425 657.0 597.5 17.593 17,839 275,949 250,949 ; 
SO le etal 142 140 183.4 168.2 6.072 5.990 78.637 PEASE | FOTW oo eccccccceeesncnes 53.7 S20 725.3 617.7 22,574 21,839 304.654 259,422 
Esquire -.--s-ss...ss «= A79S «SBA ©9208-8356 121.926 11417 ~—«6 25,756 S6B_201 | Fortune... en, 177.0 168.0 2,052.0 1,657.0 111,864 = 106,176 9 1,284.224 = 1,094.984 
Nat ahaha 38 148 2004 1981 6002 6290 54.156 3.214 | Nation's Business .......... 313 28.7 5439 4517 13426 12331 233,317 193,809 ‘ 


RET Ee Rae 20.2 24.0 224.0 261.9 13,916 16,480 154,119 180,160 . ff eee sy 903.8 867.9 11,620.5 10,668.7 434,834 428,359 5,676,588 5,200,191 
EE) hiehas eheans esse 25.3 35.8 296.5 351.7 10,612 15,050 124,544 147,713 | tSmailer page size in December (420 lines; past year 616 lines). 


RE aceliecretseees: 49.3 483 359.5 350.2 20,884 20536 153,955 150,067 
ade Teacher ........ she 176 0621.0 348.5 (342.2 7,756 9,291 153.680 150,958 | Youth 
arper’s Magazine .......... 48.0 420 420.3 313.7 20,274 17,675 176,621 131,799 | American Girl .............. 12.0 162 2898 344.4 5,163 6,966 124,319 112,550 
eg RE ... 1273 119.3 9709 888.3 86,435 81,065 660,086 604,015 | Boys’ Life ................ 30.2 265 358.4 319.7 20,523 18,005 243,722 208,535 
mprovement Era ............ 27.3 256 3335 3633 11,452 10,760 140,036 152,583 | Child Life ................ 41 7.9 34.8 36.6 1,766 3,387 14,940 15,716 
instructor .......... ies 206 27.0 3288 3405 14,124 18,459 224,946 232,857 | Scholastic Magazines ........ 35.3 258 379.1 313.6 14,823 10865 159,223 131,754 
Meier Cettieg .............. 89.3 87.8 1,461.0 1,377.3 52,479 51,604 859,009 809,829 | Scholastic Roto ............ 4.5 3.8 51.9 45.5 3,893 3,362 45,338 39,845 
National. Geographic ........ 368 46.9 4920 4968 8.746 11,156 117,085 118,222 =T @s Th tser ix wer Saya 
> pene aera = es ay + ae an goo = Total Group ............. 1 2 ilo T0598  4%108 42585 586542 517,244 
i ae 39.8 342 2912 2808 17,069 14688 124,913 120,492 
s0 8 Ogee s 39.0 240 410.0 2710 7,098 4,368 74,620 49,322 Outdoor & Sports 
meee wreeee > os ie) 1883 70h 4203 28 47,306 | American Rifleman .......... 486 594 688.9 7349 20,856 25,465 295,538 315,234 
o— 4 Field & Stream ............ 63.2 57.3 859.5 835.7 27,133 24,597 368,729 358,513 
ooh Magazine .......... 245 19.0 2955 279.4 10,417 8.142 126,664 119,859 
— 77 ‘3 82 1104 3.235 2987 39.976 46.331 | Fur-Fish-Game ............. 20.8 208 #2282 242.6 8,907 8,904 97.875 104,066 
alll CECE a . . . / \ ’ \ . rs 
ak! SH tees oa 32.3 35.7 255.9 197.4 13,857 15315 152,316 84,162 
ee cscs Se eee 4,757 7,859 87,638 108,156 
ton @ Gousiry 35 869) GHOSE RSL «0 SAS11 «0s 8002000 Ganga | Outdewr Lite .............. 49.5 540 853.2 8242 21,252 23,152 366,041 353,556 
gla ‘ . , , ’ . OS RES 42.7 527 7118 7095 18,292 22.593 305,316 307,904 
#Eastern Edition ... ; 38.4 30.7 457.6 477.1 16,460 13,187 196,304 204,673 Total Group ............. 257.1 279.9 3,697.5 3,544.5 110,297 120,026 1,585,815 1,519,907 


Central Edition .... ; 39.4 30.7 459.3 477.1 16,890 13,187 197,023 204,673 


H#Southern Edition ..... 38.5 319 4530 4766 16532 13,688 #194371 204459 | Mechanics & Science 

H#Western Edition ........ 37.7 30.9 475.1 496.2 16,175 13,259 203,816 212,882 | Mechanix Illustrated ........ 61.0 68.1 8060 8109 13,657 15,251 180,540 181,634 

Average 4 Editions .. . $85 312 4613 4818 16514 13,330 197,923 206,671 | Popular Mechanics ........... 114.3 132.0 1,549.3 1,644.9 25,608 29,568 347,046 370,742 
Nec asc a's . S343 S18 S452 3085S 14,799 19674 148679 192,379 | Popular Scie ............. 107.2 120.5 1,475.4 1,567.6 24,013 26,984 330,494 351,000 
Yachting .......... 79.4 76.7 1,142.3 1,197.1 46,687 45,100 671,649 703,895 | ¢Science & Mechanics ......... 93.2 93.2 550.9 566.0 20,884 20.875 123,408 126,793 


Total Group .. , T3460 13029 101560 136428 699,759 679,343 7136525 6,957,824 . 2 errr 375.7 4138 43816 45888 84,162 92,678 981,488 1,030,169 
tFormerly Christian Advoca’ *. Changed from weekiy to monthty in D ber ‘56. *C litan Jan.-Nov. linage understated tPublished bi-monthy; figures shown are for November-December issue. 
in error in Dec. 24 issue. §Figures shown for Fortnight are for combination issue December "56 and January ‘57. Not in- 
cluded in totals. Detective & Fiction 

PR ea 12.6 —-- 145.7 — 5,408 62,508 —-—— 

Home Dell Men's Group .......... 10.0 13.2 140.5 164.0 4,301 5.652 60,279 70,360 
American Wome ............ 55.8 46.3 914.6 838.5 35,276 29,251 578,015 529,906 | Thrilling Fiction Group ...... 6.0 10.9 76.4 100.6 1,333 2,434 17,105 22,535 
Better Homes & Gardens 102.0 107.3 1,651.1 1,573.6 64,443 67,825 1,043,478 994,512 Total Group ............. 160 241 2169 2646 5,634 8.086 77,384 92,895 


Flower Grower ...... ‘ 23.1 26.0 532.9 605.3 9,716 10,906 223,818 254,226 | Not inc uded in totals. 
House Beautiful ... 109.4 109.3 1411.3 1,430.1 69,149 69,038 €91,900 903,811 
House & Garden .. 67.1 80.3 1,002.7 1,023.7 42,423 50,766 633,690 646,971 Sec 

Household ...... 68.0 60.0 518.9 563.3 9,105 13,856 202,554 229,787 Newspaper tions (I) 


(Nationally distributed with Sunday newspapers) 
Living ...-.-055. 43.7 467 9839 9811 27,622 29,520 621,813 620,074 | tamerican Weekly .......... 32.8 314 647.9 636.3 27,853 26,699 550,682 540,891 
Suet Beguine . IS USD LTS LS TS OS TESTS AOE | th enly Wally .........--- 274 17.9 3625 275.0 23.297 15.229 308,107 233,771 
Total Group ... 6076 5052 87549 8597.2 315889 321.288 4921641 7845550 | {Parade ................... 49.1 47.1 767.0 729.1 41,747 40,003 651,949 619,703 
{This Week Magazine ........ 685 696 9791 976.0 58.230 59,164 832.213 £829,626 
Fashion - 2. 6 fepeere ee 177.8 1660 2,756.3 26164 151,127 141,095 2,342,956 2,223,991 
>= 66.7 69.5 1,169.5 1,203.4 28,623 29,816 501,736 502,929 | fFive issues in December 'S6; four in D2cember °55. 
Ee cn scoss 498 59.0 11106 11788 21361 25,308 476.446 505,704 
Harper's Bazaar ... 81.9 76.0 1,290.0 11678 51.736 48.032 815,275 767,733 | Ne Sec 
Mademoiselle 59.3 57.1 1,248.4 12333 25,454 24.517 535,562 $29,096 | (ay aa sctions (il) 
Vogue. 6.65. > 29 103.5 1,798.5 1,708.2 = 71,380 65,418 1,136,674 1.079.622 | schicago Tribune Magazine .... 133.3 116.3 1,536.4 1.4648 113,272 98,866 1,305,870 1,245,056 
Total Group .... 3706 «SSl FEO SAS T5E554 195,001 F465695 F385,085 | tFirst 3 Markets Group ....... 32.3 324 5666 5411 27,455 27,540 481,611 459,978 
tNew York Mirror Magazine. 13.5 23.4 347.2 467.6 13.222 22,899 467,378 455,337 
Movie-Romance-Radio New York Times Magazine .... 214.8 148.4 2,776.8 2,502.7 182,587 126,113 2,360,262 2.127.285 
Dell Modern Group: Total Group ............. 393.9 3205 52270 49762 336536 275418 4615121 42% 656 
Modern Romances ..... 22.6 23.9 360.8 332.1 9 688 10,253 154,764 142,467 tFive issues in December 56: four in December ‘55. 
Modern Screen ........ 261 209 356.7 3200 11.196 8.962 153,016 137,257 | 
Screen Stories ....... 178 46154 896.275.7227. 7,641 6,607 118,269 116,285 | Comics Magazines 
Fawcett Women's Group: A : 4 34 
Motion Picture & TV . 55 172 1974 271 6674 7,358 84687 93,125 penis Gems aoe vesees ee Sl we Se ee ioe a 
True Confessions ..... 1447 187 2576 4261.5 6.294 Ges?) «10487 «1233.13 | GOs cons Oe 38 os 33.3 74 3801 3501 71 294 21.704 
Hillman Romance Group . . Ll 13 21.8 26.1 457 570 9,327 a ; , a y , ’ 
Hillman Women's Group 19.7 «180 = =—213.7 196.6 8.476 7,729 91,697 84,343 (Total 2 Units) ... 1440 135 1622 1312 5,291 5,102 61,298 49,575 
Ideal Women’s Group: Fawley : : ' ? 5 929 "933 25,452 
Intimate Romances .. — “2 ee ee ee” ee Ue a a a ce Te Se 
————— | CSCS ORT 7.339 6.566 97.264 4rpses | FO OM .............. ~ 1 Pl a . . . 
Movie Stars Parade ........ 17.3 153 2268 254.0 7,425 6.580 97,286 108,952 (Continued on Page 50) 
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We must reach every buying 


influence to complete the sale.” 


BRASS 


says Irving M. Mialscn, General Sales Manager Bridgeport 


“We've been in the aluminum field for over five 
years. But already, the effectiveness of the basic 
sales procedures we have developed over 91 years 
of selling copper and brass products to the build- 
ing industry have been reconfirmed again and 
again. We must reach every buying influence to 
complete the sale.” 


“In addition to selling our aluminum to fabrica- 
tors of finished products for the building indus- 
try, we try to help our customers expand their 
market for the products they make with our 
aluminum. This means that we have to talk to 
our customers’ customers—architects, contractors 
and owners who are on every building team.” 


“But we have to cover so many bases, we can’t 
possibly reach everybody we want to by direct 
selling alone. To supplement our salesmen’s calls, 
we rely heavily on our advertising. So, to reach 
and influence everybody who is important in the 
building industry —the entire building team—we 
count heavily on our advertising in Forum.” 


Irv Malsch of Bridgeport Brass has been selling 
metal products to the building industry for over 
20 years. Like every other successful building 
product salesman, he learned a long time ago 
that the men who write specifications are not the 
only men who must be sold.* They are seldom 
the men who make the final decisions to buy. 


More often than not buying decisions are build- 
ing team decisions. That is why the sale of 
Bridgeport aluminum requires the constant sup- 
port of a major advertising campaign in FORUM. 


More than any other magazine, FORUM delivers 
the highest concentration of building team mem- 


bers. In addition, of course, to the country’s most 
important and busiest architects, engineers and 
contractors, FORUM is read by the decision- 
making clients who are actively building new 
buildings, modernizing old buildings. 

*SOURCE: HOW BUILDING PRODUCTS ARE SOLD. Dun and Bradstreet’s report 
on a personal interview study made among leading building product sales 


directors and distributors. Write for your copy: Market Research Manager, 
Architectural Forum, 9 Rockefeller Plaza, New York 20, New York. 


FORUM 


Architectural Forum / the magazine of building/ published by TIME INC. 
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Advertising Age, January 21, 1957 


Lines 


BERNARD P. GALLAGHER 
Neg otia i PURCHASES — SALES — MERGERS 


APPRAISALS — FINANCING — COUNSEL 
CONSUMER & BUSINESS PUBLICATIONS 
147 West 42nd Street, New York 36, N. Y., LAckawanna 4-1631 


| Kirschner Adds Office 

Kirschner & Co., San Francisco | 
insurance advertising agency, has 
opened an administrative and edi- | 
| torial office at 502 Waverley St., 
|Palo Alto, to serve its publishing 
division in that city. The agency’s 
i\San Francisco office remains at} 
340 Pine St. 


FIFTY MILLION 
COMFORTABLY SEATED VIEWERS PER WEEK 


FOR YOUR FILM COMMERCIALS 


(r Regional if Desire 


For About $5.00 per Thousand Viewers You Get... 


. » » AMERICA’S BIGGEST CAPTIVE 


TIME—7 P.M. to 10 P.M. 


AUDIENCE—a captive audience comfortably seated with eyes glued to 


the screen. 


COMPETITION—none—only four or less non-competitive advertisers. 
LOCATION—the big, wide screen of first run theaters, showing first run 


pietures. 


You can use your TV film commercials, if produced in 35 mm, but we recom- 
mend tailor-made EASTMAN COLOR film commercials. 


For more information contact: 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


New Orleans, La. 


1032 Carondelet St. MI b A 
70 East 45th St. 
New York, N. Y. 


Coast To C9 


193 Walton St., N. W. 
Atlanta, Ga. 


ps’ 


AUDIENCE 


| Sammons Group Still in 


Control of ‘Who's Who’ 


A story in the Jan. 14 issue of 
ADVERTISING AGE, about the court 
fight over control of Who’s Who 
in America and associated publica- 
tions, may have given the impres- 
sion that the family of the late 
Wheeler Sammons, owner of the 
property, has lost control of the 
property. This is not so, according 
to Wheeler Sammons Jr., president 
of Marquis-Who’s Who Inc., who 
says: 

“The Sammons family is now, 
and at all times since the death of 
Wheeler Sammons Sr. has been, in 
full control of Marquis-Who’s Who 
Inc. A first-round legal setback 
was sustained when the Cook 
County circuit court granted Mar- 
tindel]l and the American Institute 
of Management a summary decree 
upholding their contention that 
they had a right to purchase the 
business on Sammons’ death. But 
as a motion for appeal was filed 
immediately no effect could be 
given to the decree pending final 
adjudication ...A decision by the 
appellate court is not expected for 
several months, and meanwhile the 


Sammons family continues to oper- 
ate the business.” 


Porter Joins Ebasco 

G. Rogers Porter, formerly a 
marketing counselor of Woman’s 
Home Companion, has joined Ebas- 
co Services, New York, as a con- 
sultant in the sales and public re- 
lations consulting department. 


Edelman Adds Topco 

Daniel J. Edelman & Associates, 
Chicago and New York, has been 
appointed to handle public rela- 
tions for Topco Associates, nation- 
al distributor of Food Club and 
Top Frost lines of packaged foods. 


KVAN Appoints Larry Lau 

Larry H. Lau, for the past 20 
months an account executive, has 
been appointed general sales man- 
ager of KVAN, Vancouver radio 
station. 


Harvey to Campbell-Mithun 
John C. Harvey, formerly a 
copywriter of Leo Burnett Co. 
and Bruce B. Brewer & Co., has 
joined the creative staff of Camp- 
bell-Mithun, Chicago. 


Photoengravings for Letterpress, Positives for Gravure 


Couns, Mier & Hurcuines, inc. 


333 WEST LAKE STREET AT WACKER DRIVE 
CHICAGO 6, ILLINOIS 


. . 5 4 Year Year 
1956 1956 1955 
i i 4 Popular Mechanics: 
var = Sy 2 py . ee 120 12.0 a=» 3p 4,536 4,536 54,432 Mecanica Popular (Spanish) 26.6 248 302.7 294.7 5,955 5.566 67,803 66,016 
eee 6.0 6.0 od 72.0 2,268 2,268 a ne og awe (French) 34.8 38.8 326.6 343.8 7,784 8,680 73,139 77,000 
Romance Unit .......... 6.0 6.0 oe 72.0 2,268 2,268 .216 Reader’s Digest: 
vo ) a eg ‘Te a7 075 20 Eee 3.0 —— 2962 case 6.048 ——— 289,672 
ee Ge ons) ta svehan 406 S24 HS 4 «BTS 19,745 175.911 15,922 tArabic ...--. : Yr 
tLarger page size in November "55; figures shown are for November-December issue. #Not included in totals. a ah ae: eee — by = one —_ Ry pee = 
. Se a eae 75.8 73.0 803.6 641.0 13,787 13,286 146,238 116.6% 
Canadian National Weekend Newspapers (Rotogravure Linage) British . 820 1040 9755 1,087.1 15.252 19,344 181.436 202194 
Pe er 60.1 549 821.6 792.2 60,143 54,933 821,597 792,160 CR acces oaeas Soaks 9225 845 9725 974.0 16,835 15,379 176,995 177,268 
La Presse ...... e 521 45.5 738.0 726.0 52,061 45,517 737,974 725,998 RSSoeoperecte:: 52.3 45.0 505.6 460.7 8,883 7,650 85,942 78,310 
Star Weekly ...... 640 66.1 893.0 968.0 56,098 62,761 836,786 919,586 ee 24.0 21.0 2246 197.0 4,464 3,906 41,781 36,642 
Weekend Magazine ¥ 936 56.5 1,190.3 1,047.8 91,282 55,092 1,160,600 1,021,632 Pent Caeient wr ae 20 A) mons ne 210 11.550 s1.607 90.300 
cya.y saan “Beare Diz 30 . % aeo Ac ae tee . , d " J , . . ‘ § 
Total Group ..... ssaeeees 28 223.0 “F629 F530 75H 584 218,303 “5556957 3,459,376 se a a poy ier 4 a ale 4 pay oases reed 
$e tonnes Gevemter °S6; four lenets Sesanter "SE. Gecen (Gumew) ........ 96.0 1080 1,009.5 8235 15,652 19,656 181899 174.720 
German (Swiss) .......... 28.0 27.0 3265 259.0 5,096 4,914 59,423 47,138 
Canadian EE ee is enn ads sea 101.0 765 7015 572.5 18,382 13.988 127,673 104,195 
e Canadian Home Journal ...... 28.9 32.0 4521 426.5 19,677 21,743 307,401 290,011 Indian ...-- +. +e eeeeeees By #4 oy 74 oan m4 an h.-- 
a Canadian Homes & Gardens .... 38.6 48.3 562.1 525.4 26,225 32,824 382,203 357,275 Italian... 6.66 sees cree eee an m1 ons one cae Ho aa _— 
=a aban debs ceeaeas 40.8 35.8 §24.1 491.7 27,736 24,330 356,382 334,334 Japanese... eee ee eeees as a8 ona ona By aon ca oas nae 
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s esi en's =: 49.0 45.3 = 506.9 += «449.0 © 33,290 © 30,829 «344,685 305,195 New Zealand ..........+- . . ; ; ‘ ; ? 
Reader's Digest: SE a cctins sas’ ¢.eiane 50.5 47.5 930.8 825.1 8,585 yes om 77,435 
English Edition .......... 813 880 1,013.1 9266 14,787 16,016 184,370 168,624 Portuguese... -. 0... sees os ae —* ee om 4 a Le ' 
French Edition .. 93.0 93.3 1,080.7 1,001.3 16,926 16,971 196,691 182,226 South African ........ . . 131. . = + J . 
Revue Moderne ... hry 23.4 256 2828 #=%(2713 £15,904 17,437 192,307 184,537 Southern Hemi-ph’r: 46.0 “0 ans $0.0 3372 8190 Ban 23.18 
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RRR ES 325 363 4341 421.5 22,735 25,508 303,881 295,152 | Semana ............-seeees 75.3 72.2 — 758. 776. “4 Hy a 50 321,860 , 
Saturday Night .......... 35.0 60.8 4725 726.5 14,695 25,549 198,463 305,157 | Time-Atlantic ............ 119.4 = 90.6 — a aan ny ae 4 
-Canad . 1926 1955 2,325.8 2,326.1 80,885 82,110 976,810 976,940 | Time-Latin American ........ 933 868 11,1916 1,149. ; ' :270 643 
— a an Seu aan | Metals ............... 952 784 1.2315 919.7 39970 32935 517195 386.274 
Total Group ..... 7736 “BSA “FSIS FAOKS 369002 39S FESO BS7OUS | yee oortuguesed 1265 912 12835 8495 53130 38290 599070 386760 
Vision (Mexican) 17.8 5.7 162.6 16.9 7,490 2.380 68,270 7,070 : 
Foreign Vision (Spanish) ..........+. 59.6 89.2 717.9 629.9 25,025 24,850 301,525 264,530 
Life International: TE GOOD os cccczacyees 2,704.0 2,460.6 26,866.5 23,902.2 1,800,239 1.615.678 18,210,563 16.c64.676 
English Edition ~ 79.1 67.5 886.5 786.0 537,880 459,000 6,028,200 5,344,800 | fFive issues December '56; 4 in '55 *Last year two sections of Pacific edition of Newsweek. 1955 Dec. & year end totals 
Spanish Edition .......... 926 87.5 842.1 844.8 629,680 595,000 5,726,280 5,744,640 | are averages for Asian & Tokyo editions combined March 5, 1956. = 
{Newsweek-European ...... 73.7 53.5 721.5 562.3 30,940 22,470 303,000 236,180 | {Started publication in January "56. Not included in totals. §Prior to July of "56 the French edition of Reader's Digest had 
**Newsweek-Pacific .......... 75.0 67.4 745.1 660.9 31,500 28.280 312,917 277,563 two sections, Paris and Provincial. 
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Naturally you want your product to look its best when 
it meets the people who matter most. 

LIFE INTERNATIONAL and LIFE EN ESPANOL, 
magazines distinguished in content and format, are 
unique in their ability to give your product a “better 
look” around the world. 

The powerful visual impact of their large page size 
and superb reproduction add great strength to your 
selling story. 

LIFE INTERNATIONAL, published in English 
around the world, and LIFE EN ESPANOL, printed 
in Spanish for Latin America, deliver a combined net 
paid circulation of more than 610,000 every fortnight. 


With an average of 7 to 8 readers per copy, these 
magazines not only present your product and your 
company at their best, but they reach an estimated 
combined audience of 4,700,000 of your best over- 
seas prospects—key people in business, government 
and the professions. 

It is easy to understand why leading companies the 
world over place more advertising lineage in each of 
these magazines than in any other U. S. overseas edi- 
tion. They recognize that important people everywhere 
respond to LIFE’s International Editions—as you'll 
discover, too, when your advertising messages appear 
on their pages. 
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WORTH LOOKING INTO .. . THE|Schick to Give ‘Her’ | {N[ij.71) se Vs four page sas 


= | Censumers will be told that 
Free Electric Shaver | through April 30, anyone purchas- 


’ ‘ ing a Schick “25” electric shaver 
When He Buys One for men will be entitled to a free 
LANCASTER, Pa., Jan. 15—Schick | Lucky Lady electric shaver for 
is giving electric shavers away | women. 
again. This time the company is A special certificate will be 
offering a “hers” electric shaver | packaged with each Schick “25.” 
free with purchase of each “his” |The purchaser fills out the certi- 
electric razor. ficate with choice of one of four 
Last year, in a bold bid to land colors and mails it to Schick. Each 
the up-coming generation (or little Schick will be personalized with 
shavers), Schick gave away elec- initials and mailed free of charge. 
tric shavers, first to all American) Warwick & Legler, New York, is 
boys reaching the age of 17 during handling the campaign. 
the week of Apri] 23-29, then to* 
all American boys reaching the age Robert Lyon Named A.M. 


Address Room 516, Statler Office Bidg., Boston 16 
Mass. for the complete SWEET STORY 


Sept. 1. business manager of American 
Medical Assn. publications, has 


8s Now Schick is attempting to get| been named advertising manager 

Vv E R M O N T A L L 1 E D D Al L I E Ss the ladies to swing over to electric|of all AMA publications, a new 
imes Bennington Burlin razors with a “Lucky Lady” pro-| position, subject to approval of the 

seid i enacts : Bton Free. Press motion. Announcement of the offer| AMA board, which meets in Feb- 


Brattleboro Reformer Rutland Herald « St. Johnsbury Caledonian- Record ‘will be made Feb. 7 on “Dragnet” | ruary. 


with 


164,157,000" 


GROCERIES 


Food sales mount higher and higher as more families buy more 
groceries in Columbus and the rich Central Ohio market. 
Reach this rapidly expanding population area through the 
Columbus Dispatch . . . the newspaper that gives top coverage 
and proven results. The Dispatch blankets the Columbus city 
COLOR STOPS 'EM zone with 88% coverage daily and 94% on Sunday . . . delivers 
nearly twice as much circulation to the twelve county retail 
trading area as the second Columbus newspaper. 


NO. 1 TEST MARKET OF THE MIDWEST 


Cash-in on the sales-rich Columbus market. Include it in your 
For maximum im- regular program or as a test campaign. It’s the No. 1 test market 
pact use ROP in the midwest .. . your easiest market to test. Complete details 


full color upon request. 
*Source: SMSBP 1956 


“Columbus Aispatch 


Telephone CApital 1-1234 . Teletype CL47! 
Read in 4 out of 5 Columbus homes daily; 9 out of 10 Sunday. 


NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc., New York, Detroit, Chicago Los Angeles, San Francisco; 
McAskill & Herman, Inc., Miami Beach. 
Member Metro Sunday Comics and Magazine Networks 


of 21 during the week of Aug. 26-| Robert J. Lyon, assistant to the | 


Advertising Age, January 21, 1957 


| 


| 


| KENDALL J. MAU has been named to 
head the first branch office of Gay- 
nor Colman Prentis & Varley, just 
opened in Los Angeles. Mr. Mau 
formerly was West Coast adver- 
tising manager of Crowell-Collier 
Publishing Co. 


Prison Paper Offers 
Captive Audience 
for Advertisers 


Jackson, Micu., Jan. 15—The 
Spectator, published by inmates of 
Southern Michigan prison and 
billed as “the nation’s leading pri- 
son weekly,” is offering its columns 
to advertisers. 

According to Editor Don Lowry, 
“Among the walled-in area of the 
fourth estate The Spectator is the 
first publication of the penal press 
to sell space for local and national 
advertising.” 

A ten-page tabloid, The Specta- 
tor is “the only self-supporting pri- 
son publication now printed,” says 
Mr. Lowry. “We sincerely feel our 
columns offer a good business pro- 
position to advertisers trying to 
reach the market.” 


® The publication has a U.S. and 
Canadian circulation of 9,000, ac- 
cording to the rate card, divided 
among prisoners and prison admin- 
istrators. Current advertisers sell 
products to both prisoners and ad- 
ministrators. 

“Our prison readers in Michigan 
alone have the purchasing power 
of the average community of 10,- 
000,” says the rate card. Rates, 
which are commissionable at 15%, 
are based on a charge of $1.50 per 
column inch, $50 for a full page. 

Editorial offices of the paper are 
located at 4000 Cooper St. 


Dr. Gwin Joins Ralston Purina 
as Marketing Services Head 

Dr. James Gwin, who has re- 
| signed as general manager of the 
|Poultry & Egg National Board, 
will join Ralston Purina Co., St. 
Louis, Feb. 5 as head of the mar- 
keting services division. 


State Mutual to Doremus 

State Mutual Life Assurance 
|Co., Worcester, Mass., has named 
Doremus & Co., Boston, to handle 
its advertising. State Mutual is the 
fee oldest mutual life insurance 
company in the U. S. and does 
business in the 48 states and 
Washington, D. C. The company 
previously placed its advertising 
direct. 


‘Daily News’ Boosts Kandlik 

| Ed Kandlik, formerly auto edi- 
itor of the Chicago Daily News, 
has been named financial editor of 
the newspaper, succeeding Her- 
man Gastrell Seely, who has re- 
tired. James S. Lewis, formerly of 
Business Week, succeeds Mr. 
Kandlik as automobile editor. 


Foley Adds Freihoter 

The Richard A. Foley Advertis- 
ing Agency, Philadelphia, has been 
appointed to handle advertising for 
Freihofer Baking Co. and the Wil- 
liam Freihofer Baking Co., Phila- 
delphia. Tri-State Advertising for- 
merly handled the account. 
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“Spot-'V pushed Lestoil sales up § 


Sh a ee ei 
Z Kae 


1200% in less 


JACOB L. BAROWSKY, President of Adell 
Chemical Co., Holyoke, Mass., makers of 
Lestoil. For the development of his company 
into a major advertiser, Mr. Barowsky credits 
the selling power of Spot Television. 


than three years, 


says J. L. Barowsky, president 
of Adell Chemical Company, 
regarding use of TV saturation 
in winning major markets 


You've been using TV nearly three years, Mr. 
Barowsky? 


Just about. We started during 1954. 
Was Lestoil a new product then? 


No, we developed the Lestoil formula in 1933. 
At first it was sold only to industry. In 1942 we 
began packaging for home use, but not until 
1954 did we hit on our present merchandising 
formula, which has pushed sales up 1200%. 


Merchandising formula? 


Yes, the basic element is TV advertising. We 
discovered that, with Spot-TV, we could create 
a real demand for Lestoil—a demand so strong 
that customers who fail to find Lestoil at one 
store will go elsewhere to get it. 


For a detergent, that’s a remarkable achieve- 
ment. How quickly can you gain distribution? 
Take Rhode Island for example. We started 
using both Providence stations in the fall of 
1955. After the initial orders were signed, our 
five-man advance guard got virtually complete 
Rhode Island distribution in three weeks. 


And you're still on both stations?* 


Naturally. We recently renewed our contracts 
for another 52 weeks. 


In picking spots, what hours do you prefer? 
On that point, our theme song is NIGHT AND 
DAY. After all, Lestoil is not only BOUGHT 
by women, but most of it is USED by women. 
We find that daytime spots, properly selected, 
give us a chance to reach homemakers at a very 
low cost per thousand. And when we reach them 
with our TV spots, we SELL them. However, 
men also find many uses for Lestoil so we hit 
them late at night and on week-ends. 


Has sales-growth taxed your production? 

To the limit. Sales have far outstripped the ca- 
pacity of our present facilities and a new build- 
ing is now under construction. When that plant 
gets into production, it will mean more jobs for 
more people —and more work for Advertising. 
Especially Spot-TV? 

That's right. Because it has proven to be our 
“power-house” medium, Spot-TV still gets the 
big share of every advertising dollar. Our ad- 
vertising must sell—and Sell—and KEEP SELL - 
ING. We're fortunate in being able to employ 
a selling force so powerful, yet really so ECO- 
NOMICAL, as Spot-TV. 


*WPRO-TV—12 anncts. per week 


Television's 


First Exclusive 
. . . *. * . . 4 - 
For sales building availabilities on these major-market stations...Call B LAI nm i V National 


Representative 
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Magazine Ad Revenue Up 10% in 1956; 
Hits New Record Despite 4 Foldings 


(Continued from Page 1) 
its record-breaking $121,000,000 | 
volume of 1955. The Saturday | 
Evening Post was up almost 4% in| 


revenue but dropped 178 ad pages. 


® The Reader's Digest, completing 
its first full year as an advertising 
medium, had a revenue of $28,038,- 
440 and moved into the top 10 
group. The Digest had a nine- 
month revenue of $22,286,900 in 
1955. 

PIB figures for the five lead- 
ing farm magazines showed a total 
revenue of $30,271,322, compared 
with $31,388,804 in 1955, when 
Better Farming was still being 
published. But four of the five re- 
maining magazines showed gains, 
with Capper’s Farmer up 20.9% 


ANA Survey Results 
Told in New Book on 


Point of Purchase 


New York, Jan. 16—That long- 
awaited book, “Advertising at the 
Point of Purchase,” is due off the 
McGraw-Hill Book Co.’s presses 
Jan. 22 (248 pages, $6.95). 

Written by Julian Boone, direc- 
tor of communication and publi- 
city, McGraw-Hill Publishing Co., 
the book has been compiled 
through the efforts of the Point- 
of-Purchase Advertising Institute 
and the Assn. of National Adver- 
tisers. 

Interwoven throughout the chap- 
ters are the results of a survey the 
ANA conducted among 150 adver- 
tisers in some 20 different product 
groups in 1954. 

Eight of the pages feature four- 
color displays in full color, and 
b&w halftones are interspersed 
throughout the book, along with 
ANA survey details, author inter- 
polations and case histories. 


8 In explaining what point of pur- 
chase is not, Mr. Boone notes, 
“There are many point of purchase 
men who believe that one of the 
biggest hindrances to getting the 
best results of the medium lies in 
the tendency of advertising men to 
think and plan in terms of a sin- 
gle point of purchase unit. But to 
make point of purchase as produc- 
tive as possible, the medium should 
be considered and planned with a 
whole season’s program in view— 
as is done in other forms of adver- 
tising.” 

A plain and simple list of the 
chapters gives a good idea of the 
book’s scope: 

Background, functions, integra- 
tion, appropriations, budget con- 
trol, organization, programming, 
time schedule, materials, quanti- 
ties, creative ideas and forces, field 
research, legal considerations, tie- 
ins, self-liquidating programs, 
packaging, foreign language, pur- 
chasing, control, distribution, mer- 
chandising, training, materials and 
processes, plus an index. 

The ANA survey portions of the 
book show the actual procedures, 
policies and ideas of leading adver- 
tisers who use displays. 

The 20 product categories in the 
book are food, major electrical ap- 
pliances, distilled beverages, petro- 
leum, furniture and floor cover- 
ings, toiletries, garments, small 
electrical appliances, building ma- 
terials and plumbing equipment, 
industrial, shoes, soaps, cleansers 
and waxes, beer and carbonated 
beverages, drugs and proprietaries, 
jewelry, watches and photographic 
equipment, silverware, automotive 


and Farm Journal up 17.2%. 

In the store field, the losses were 
like this: Family Circle, $10,626,- 
562, down from the 1955 revenue of 
$12,048,375; Woman’s Day, $7,201- 
232, compared with $9,279,181 in 
1955; Everywoman’s Magazine, $2,- 
894,613, down from $3,020,060. Bet- 
ter Living, another store book, 
folded during the year. 


s Sports Illustrated, which was up 
151% in 1955, gained more than 
50% in 1956, as its advertising rev- 
enue climbed from $2,296,600 to 
$3,542,562. 

Newspaper supplements made 
spectacular gains again. Eight units 
in this group, including The First 
3 Markets Group, New York Mir- 
ror and New York Times Mag- 
azine, boosted their combined ad 
revenue from $65,887,358 in 1955 to 
$94,575,037. Family Weekly soared 
from $1,940,854, to $3,318,630, a 
gain of roughly 70%. 

Business magazines showed big 
gains also. Business Week was up 
19%; Forbes, 51.6%; Fortune, 
31.8%, and Nation’s Business 21%. 
Business Week continued to lead 
all other magazines in number of 
advertising pages, carrying 5,863 in 
1956, a gain of 500 over 1955. The 
New Yorker again ran second with 
4,937 pages, up 408, followed by 
Life (4,655 pages), The Saturday 
Evening Post (3,508 pages), Time 
(3,449 pages), Newsweek (3,250 
pages), U. S. News & World Re- 
port (3,204 pages). 


Harlan & Steedman Advertising 
Will Open in San Francisco 
M. E. Harlan and Gordon Steed- 
man have joined as partners to 
form Harlan & Steedman Advertis- 
ing, which March 1 will open its 


! 


M. E. Harlan Gordon Steedman 


doors at 525 Market St., San Fran- 
cisco. 

Mr. Harlan has operated M. E. 
Harlan Advertising since 1924. 
Mr. Steedman will resign as vp 
and senior copy group head of the 
San Francisco office of J. Walter 
Thompson Co., after 20 years with 
JWT, to open the new agency. 


Brewer Offers to Pay $18,600 
for 100 Bus ‘Ad’ Shelters 
Cleveland-Sandusky Brewing 
Corp., out to protect Cleveland’s 
bus riders from the wintry blasts 
from Lake Erie, has offered to pay 
$18,600 for 100 shelters. The com- 
pany asked, along with the offer, 
for the right to place “some mod- 
est amount of advertising on the 


shelters.” 
The offer of the shelters, now | 
being weighed by the city, was 
made by Marvin Bilsky, president 
of the brewing company, after the 
Cleveland Plain Dealer ran a sto- | 
ry which told of many unpro-| 
tected transit stop corners in| 
Cleveland. The 100 proposed shel- | 
ters would be twice as many as | 
the Cleveland Transit System 
contemplates installing in 1957. 


N. Y. Industrial Directory Out 
The third issue of the “Greater 


equipment, pens and pencils and 
textiles. 

The book will be available from 
McGraw-Hill Book Co., 330 W. 
42nd St., New York 36, N.Y. 7 


New York Industrial Directory” is 
now being distributed by the 
| Greater New York Industrial Di- 
rectory Inc., 401 Broadway, New 
| York. Price is $44.50 a copy. 


Advertising Age, January 21, 1957 


1956-1955 Advertising Revenue of Magazines 


The revenue figures in the following tabulation were compiled by ADVERTISING AGE and 
Publishers Information Bureau. The PIB figures (marked with an *) are based on one-time 
rates; because some publications offer frequency discounts, the actual revenue totals for these 
magazines would be lower than the figures shown. Figures for publications reporting directly 
to ADVERTISING AGE represent actual revenue. 


Per Cent 
1956 1955 Change 
eee $137,350,000 $121,003,000 +13.5 
Saturday Evening Post .......... 86,873,319 83,688,301 + 3.8 
Eafe oO sn i 42,400,000 37,900,000 +12.0 
This Week Magazine .......... 34,352,301 31,658,455 8.5 
Py SEAM MBROEERGGso¥cécesese 34,350,878 30,293,156 +13.4 
Better Homes & Gardens ........ 30,055,620 25,602,171 +17.4 
A 28,038,440 $22,286,900 +426.0 
Eee 11,836,440 17,986,900 +448.2 
International Editions ........ 16,252,000 114,300,000 +413.7 
Ladies’ Home Journal .......... 26,025,368 23,595,160 +10.3 
American Weekly .............. 20,471,713 18,256,004 +121 
’ “g | Dun’s Review & Modern Industry . 1,305,803 1,257,070 + 3.9 
. 5 *New York Mirror Magazine .... 1,215,458 1616168 +248 
3 , ’ Y : Mechanix Illustrated .......... 1,189,415 1,140,065 + 43 
; ie 3 585, 470,274 : DE ceebabics e¥nbahectydss 1,186,578 782,649 +516 
See SS eee epee s..... PR Tare | MO. ceconcccs ccccccceces 1.110,925 1,028,749 + 8.0 
American Home .............. 11,542,168 10,233,667 +128 
: ani Ch; Mbebtadedisesccets sctwss 1,039,547 933,544 +10.2 
ee REE ow. oc 00e 10,626,562 12,048,375 11.8 - 
*First 3 Markets Group ........ 9,919,032 9,308,964 + 66 a SL wtades snd 0 deeues 967.182 2,951,680 —67.2 
True Story Women’s Group ...... 9,494,773 8,153,498 +17.0 | *Modern Bride ............... 7G =—6OS + 8S 
Saturday Review .............. 889,001 808,585 +10.0 
DE, DeaSEncbecccceses 2,094,482 1,807,302 +16.0 o 
wit the .......... 45,966 31,559 445.7 Sl: dbp iabéeecve ease vrievies 875,316 766453 +142 
OR eee 777,495 763,096 +19 
 . ae 44,935 36,101 +245 . 
American Rifleman ............ 718,462 697,350 + 3.0 
*True Love Stories .......... 43,059 36,595 +17.7 Cosmopolit 711535 706.406 10 
*True Romance ............ 85,935 66,382 +29.5 sor ~~ a ee ’ ' + 2 
*Fawcett Women's Group ...... 696,230 880,588 —20.9 
fe ae 5,963,662 4,800,249 424.0 Moti i 390.305 460.819 15. 
Sy armies. ..,... 9,065,964 6,874,685 +318 otion Picture ............-. , —15.5 
P ; wy . True Confessions ............ 888,196 935,729 — 5.1 
*Woman’s Home Companion .... 9,026,358 10,196,012 —I11.5 *Home Modernizing 687.205 Tena 
*New York Times Magazine ...... 8,804,065 7,631,680 +154 Givitien World .............. 679.919 583,932 +16.4 
MMS SCheneectccees 7,422,297 6,952,644 + 68 <2 > Dyan iiaiaieanttiibetiaedataits ° ? : 
A SE Wiles kk Eeseswibcuces 604,404 516,647 +17.0 
Woman's Day SS eseesccscesses 7 201,232 9,279,181 —22.0 ; 36,979 41 3 
*House Besutiful.............. 6.535.115 6,196,470 3h oy ~eeebbeaaae + ey 
Sh aRee 6,483,781 5,859,134 +10.7 + > Md dada ; ; 
p—-nia 5.641.257 4874834 415.7 American Girl .. wseteeeeeeeess 503,384 413,309 +4218 
Parents’ Magazine ............ 5634086 $.070427 +110 | fone, “games oo a. Sie <eae 
Esquire ce PT TETETT 5,581,082 4,893,247 +141 Wales Geter ...........-.. 484.906 431.337 +11.0 
Chicago Tribune Magazine ..... 5,508,285 ee 6 66 OS ie! mCUt—S— , , q 
*Small Homes Guide .......... 5,268,576 ome | mummers "70°" °° "°° ~~ 
Sunset Magazine SSOebocovcccee 5,227,371 4,735,411 + 94 ca? Gas .............. 387.994 331.770 +17.0 
*Harper’s EE so ccccces 4,842,503 4,959,553 — 24 Sporting ews ..............-. 381 548 409.709 om 68 
Puck—The Comic Weekly ...... 4,368,000 4,249,700 + 28 National Comi . 6 tga sy hated 347.875 328.375 59 
*Popular Mechanics 4,194,763 3,781,754 410.9 penal > Son 
— oy a ? Scholastic Roto .............. 296,696 258,459 +148 
0 Beet a 4,051,342 4,327,127 — 5.9 Capper's Weekly 277,987 296,070 a= 61 
GENE cubidhecdesccccces 3,970,000 3,919,000 +13 *Harvard Gusiness ‘Review Reno: 243.162 . sand 
Living For Young Homemakers 3,798,300 3,589,700 + 5.8 1 nt € ae ee 178.514 189,786 6.0 
~~ Oe 3.776.317 3,597,129 + 5.0 Sell Men's + ole eo. . Naeed 160.082 215.861 258 
PO 3,750, 2,025,000 +845 TN oc dreaay 154.869 158.826 — 24 
Sports Paes cccccvs 3,542,562 2,296,600 +54.0 Rotarian 136.560 160,499 —175 
ER errr 3,427,700 3,497,200 — 19 . : : 
National Geographic Magazine .. 3,395,537 3,439,958 — 13 | TuIMM yin es esses en yoy nae en 
Family Weekly BRE bbbOboceccsees 3,318,630 1,940,854 +70.3 O&O ane 96.776 83.160 16.0 
a 3,117,191 3,370,097 — 7.5 spationtha:, sk \aaanaighiae : aye A 
Popular Science .............. BR pent Psa em Ret as ilo 
Town Journal ................ 3,039,731 2,678,889 +119 | Coralie 67,265 45.947 4.46.4 
*Everywoman’s Magazine ........ 2,894,613 3,020,960 — 4.2 | american Forests .............. 63,446 57,749 +99 
EE 2,676,968 2,411,400 +110 | Child Life .................. 40,211 38,295 + 5.0 
*Field & Stream .............. 2,580,837 2,346,485  +10.0 | Cooperative Digest ............ 19,241 17,304 411.1 
Dell Modern Group ............ 2,543,197 2,250,805 +13.3 tFor nine months only 
Farm Magazines 
Per Cent | Per Cent 
1956 1955 Change 1956 1955 Change 
ee ee... cee $ 13,779,475 $ 11,423,192 +17.2 | Kentucky Farmer ............ 272,797 283,011 — 3.7 
Progressive Farmer .......... 6,580,172 6,073,304 + 8.3 | National Live Stock Producer ... 265.276 240,868 +10.1 
Successful Farming .......... 4,745,570 4674917 +15 | Towa Farm Bureau Spokesman .. 261,476 299,512 —11.0 
eer eo mal stents rr 4 eo 7 Montana Farmer Stockman .... 257,491 259,928 — 
airie Farmer . ............ 437, 316, + 5.2 | Turkey World ................ 247,630 242,348 2.2 
+ wegen Farmer & Iowa Homestead ae eee + - | Better Farming Methods ...... 234,909 184,786 to 
AFMOT eee ewer revues 073, . ' + 8.7 | Broiler Growing .............. 231,577 179,807 28.8 
Farm & Ranch-Southern Agriculturist 1,799,221 1,992,021 —9.7 | The ee, ae 229.162 245,509 “ 6.4 
Hoard’s Dairyman ...... doe 1,353,455 1,044,384 +29.6 | Colorado Rancher & Farmer .... 202,155 162,739 +24.0 
Western Family tte teeeeeees 1,328,875 1461443 — 9.0 Electricity on the Farm ........ 178,849 170,765 + 3.7 
Wisconsin Agriculturist & Farmer 1,237,580 1,194,163 + 3.6 | Arkansas Farmer ............ 158,004 138,986 413.6 
GR ED osc cccbes cece 1,194,088 1,103,480 + 82 | National 4-H News .......... 144,219 143,397 + 05 
Nebraska Farmer ............ 1,082,474 996,086 + 9.0 | Florida Grower & Rancher ...... 140,016 127,161 + 9.8 
Ohio FMM once rece seen 888,733 889,896 —— | County Agent & Vo-Ag Teacher .. 138,805 113,009 +422.7 
American Poultry Journal 850,005 869,414 — 2.2 | Florida Cattleman ............ 118,467 110,861 + 68 
Caltorete fous BREE ss sccves aan yen.ate + = | Breeder Stockman ............ 118,435 150,181 —27.0 
igan Farmer .....-.. 600. / - — 2. Farm Management ............ 110,740 106,100 + 45 
Dakota Farmer .......... 678,307 652,597 + 3.9 Western Dairy Journal ........ 108,660 99.220 +95 
Pennsylvania Farmer .......... 645,005 626.841 + 2.9 Missouri Farmer .............. 102,683 90.476 +135 
American Agriculturist .... 608,107 570,211 + 6.6 | American Vegetable Grower .... 86,712 4,221 +46.7 
Southern Planter .......... 554,423 638,312 —13.1 | a ee yaaa ae eon iy 
Missouri Ruralist ...... 504,006 485,433 + 3.6 | Aoricultural Leaders’ Digest .... ’ ' + 9. 
K Smet ........ 493,427 448,468 +100 ang i Bureau Monthly . a 61,089 +15.0 
Western Livestock Journal 461,000 452,200 + 2.0 ; Ate py Stalag aaa . ae 
| Dairymen’s League News .... 52,783 47,888 +10.2 
New England Homestead 409,705 422,946 —— Mississippi Farmer ............ 56.064 55,260 15 
American Fruit Grower... 370,543 361,469 + 2.4 | Coastal Cattleman |... 26,382 25.763 24 
Iowa Farm & Home Register . 343,285 305,776 +12.3 | Michigan Farm News ........ ; 17,785 20498 —13.0 
Nation's Agriculture .... 331,473 329,019 + 0.7 | {Georgia Farmer began publishing in January, 1956. 
Canadian and Foreign Magazines 
Per Cent Per Cent 
1956 1955 Change 1956 1955 Change 
Time International ...... oo Re GD «= ND | TIED nies bcc ce ens coevcancn 339,776 321,221 + 5.7 
Maclean's Magazine ‘ 4,714,382 4.478.210 + 5.3 | Rewwe Moderne .............. 308,460 286,484 + 8.0 
Chatelaine ..........-- 1,831,303 1,650,723 +109 Saturday Night .............. 281 090 387,199 —27.4 
Canadian Home Journal 1,589,000 1,423,000 +116 Farmer's Magazine ........... 270,179 273,938 —14 
Vision & Visao ........ 1,382.000 970,000 +42.0 Revue Populaire .............. 247,488 280,260 — 2.0 
Eiberty cccccccccccces, . 1,326,800 BOUS.306 8 422.2 | Maylely 2... cc sccccccscscess 241,115 199,823 +20.6 
Canadian Homes & Gardens 934,305 £49,409 4 9.9 tin May, 1955, Saturday Night switched from a weekly to a bi-weekly 
Country Guide ......... . 788,139 647,341 +20.2 publication. 
Le Bulletin des Agriculteurs .... 751,126 643,362 +16.7 
Bradway Leaves Roma | WOR Promotes Hoffman Roach Appoints Anderson 
F. L. Bradway has resigned as| Robert M. Hoffman, formerly di- James E. Anderson, formerly tv 


advertising manager 
Wine, CVA Corp., 


later. 


of 


division of| opment for WOR and WOR-TV, 
Schenley Industries. Mr. Bradway | New York, has been named to the 
has been with Roma for 11 years. | new post of director of promotion 
He will announce his future plans | and planning for the General Tel- 
eradio stations. 


| 


Roma | rector of sales planning and devel-| director of Atlas Film Corp., has 


been named director of midwest 
operations for the commercial di- 
vision of Hal Roach Studios. His 
office will be at 221 N. LaSalle 
St., Chicago. 
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final link between the product and the sale... 


the DATA and SPECIFICATIONS FILE 


7": + > 


CLOSING DATE: MARCH 15 


(for complete plates) 


PRACTICAL BUILDER 


DATA & SPECIFICATIONS FILE 


5 South Wabash Avenue, Chicago 3, Illinois 


© Industrial Publica 
and other lead: 


Inc., Publishers of a Supply News 
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1s NO. 1 


—I Improved for 57 


There is no more important area of concern to builders than 
that of estimating, specifying and buying. And there is no 
time more vital in your selling than when the builder needs 
your product data and specifications to help him figure your 
product into his job. 


That is the moment when full information, complete details 
about performance, sizes, installation, etc. must be before 
him . . . where he looks for it . . . in PB’s famed Specs File. 


Now featuring “catalog-type” copy exclusively and pub- 
lished as a separate and distinct edition (in addition to the 
12 regular issues of PRACTICAL BUILDER), this year’s 17th 
annual Data and Specs File is the only reference of its kind 
for builders. 


Just as surely as the builder needs your product data, you 
need to be sure that this data is distributed early in the 
Spring to the largest builder buying power you can reach 
in any manner . . . the 109,000 building men who depend on 
the Specs File. The cost? Far less than the most inexpensive 
mailing piece. 
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Almost any product may be marketed faster to 
homes, stores, offices, factories by Direct Distri- 
bution. Time-tested methods allow you to tr 
field cheaply, virtually risk-free. Ready-trained, 
self-financing Direct Selling Specialists assure 
accepted products fast profitable volume on 
cash basis; no credit problems, no “allowances”, 
no display or promotion headaches. The facts 
will convince you and 


HERE ARE THE FACTS——FREE! 


“Quickest Way to National Sales,” modern au- 
thority on Direct Distribution, details, methods, 
basi* costs, gives amazing case-history proof of 
performance. Sent free when requested on busi- 
ness letterhead. Write today to: Specialty Sales- 
man, Room 812-A, 307 N. Michigan Ave., Chi- 
cego 1, Illinois. 


‘Salesman 


Alvin Porte Closes 
Own Agency, Joins 


Lester Harrison Inc. 


New York, Jan. 15—Alvin R. 
Porte has closed his advertising 
agency, Graphic Point Inc., and 
joined Lester Harrison Inc. as 
an account executive. 

Mr. Porte brings to the Harri- 
son shop seven accounts: Auto- 
graphic Business Forms Inc. (con- 
tinuous and electronic business 
forms); Colby Associates (custom 
furniture); Consolidated Midland 
Corp. (ethical and proprietary 
drugs); State Upholstery Corp. 


Apal Travel Ltd. (London and New 
York packager of travel tours); E. 
Fougera & Co. (drug manufac- 
turer and importer), and Handy 
Andy Stores (do-it-yourself dis- 


(All-Form upholstered furniture) ; | 


count house which plans to ex- 
pand nationally in suburban shop- 
ping centers). 


s Mr. Porte opened Graphic Point 
three years ago. His art director, 
Richard Presser, has also moved 
over to Harrison. 

The Harrison agency also an- 
nounced this week the addition 
of three more accounts: Yonkers 
Raceway Inc., McMullen Classics 
|Inc. and Paris Doll Co. Yonkers 
|Raceway formerly was handled 
|by Franklin Bruck Advertising; 
McMullen and Paris Doll have not 
used an agency recently. 


|\Oscar Elder Joins RAB 


lert K. Richards, Washington pr 
company, has been named director 
i< press information of the Radio 
| Advertising Bureau, New York, 
| effective Feb. 1. 


Oscar Elder, formerly with Rob- | 


Another thinly disguised WJR success story 


Obviously, he’s a WJR listener 


It all started when a famous Detroit brewery used 
announcements on WJR to offer listeners a handy 
little book on how to improve their bowling. At 
last count, over 7,000 listeners had sent in to 
WJR for the book. 


The book itself made many frustrated bowlers 
happy—but it was the results of the offer that 
pleased the man who makes the beer. Now he 
knows what other advertisers know, and what the 


50,000 Watts 


Alfred Politz survey proved: that it takes WJR 
to really get an advertising message across in the 
Metropolitan Detroit-Great Lakes area. 


If you want to get your advertising message across 
in this area (which accounts for 10% of the nation’s 


people, income, and sales) tell 


your ad manager 


to call in the Henry I. Christal representative. 
He’s got all the facts on just how much more WJR 
can do for you and your product. 


The Great Voice of the Great Lakes 


WIR... 


CBS Radio Network 


Advertising Age, January 21, 1957 


Pet Milk Names | 
Cockfield, Brown 
for Canada 


Toronto, Jan. 5—Pet Milk Co. 
| (Canada) Ltd. has announced the 
‘appointment of Cockfield, Brown 
& Co. as its agency for Canada. 

Pet Milk was incorporated as a 
| Canadian company last Novem- 
ber, and is gearing to produce in 
Canada the full line of Pet prod- 
ucts, including evaporated milk, 
instant non-fat dry milk and the 
|Pet-Ritz frozen pies now market- 
ed in the U.S. 

W. N. Harsha, formerly west- 
‘ern division sales manager for 
Pet Milk Co. in the U. S., has 
|been named managing director of 
/Pet Milk Co. (Canada) Ltd., with 
|/headquarters in Toronto. 


|s At the same time this an- 
|/nouncement was made, Winston 
(Wis) McQuillin, exec vp of Cock- 
| field, Brown, announced that the 
‘agency had increased its Toronto 
staff from 184 in 1956 to a high 
of 205 at the present time. 

Although it has lost consider- 
able business over the past year, 
Mr. McQuillin announced that 18 
new accounts had entered the 
shop. Among them are Orange 
Crush Ltd., Dow Corning Sili- 
cones Ltd. and just this week, in 
Vancouver, Viewmaster (Canada) 
Ltd. 


_Realemon Introduces BC 
Drink in Chicago Campaign 
Realemon-Puritan Co., Chicago, 
has launched a newspaper drive 
in Chicago for BC breakfast cock- 
tail, a breakfast drink consisting 
of blended orange and apricot 
juices. Full-color pages are being 
used in the Chicago papers. 
Realemon plans distribution of 
the drink in the Midwest and 
South, and soon will start adver- 
tising in Milwaukee, St. Louis, 
Des Moines, Cleveland and Akron. 
BC is owned by D. E. Winebren- 
ner Co., Hanover, Pa., which has 
franchised Realemon for midwest- 
ern and southern markets. Rut- 
ledge & Lilienfeld is the agency. 


Archibald Holmes Sets Push 

| Archibald Holmes & Son, Phil- 
jadelphia, all-wool carpet manu- 
\facturer, which recently moved 
its advertising account from Lee 
|/Ramsdell & Co., Philadelphia, to 
Galbraith-Hoffman Advertising, 
|New York, will break its 1957 
campaign next month with special 
|ads in business publications. Full- 
color bleed pages will follow in 
| March issues of House & Garden 
and Vogue and April issues of 
|House Beautiful and The New 
| Yorker. 


Cauter Joins Grace Division 


W. R. Grace & Co., New York, 
| has named Tom Cauter, British 
|research executive, marketing di- 
| rector of its paper division. The 
|division is planning an expansion 
of bagasse paper production in 
|Latin America during 1957. Mr. 
|Cauter has been with J. Walter 
| Thompson Co., London, for nearly 
|20 years, the past eight as man- 
jaging director of JWT’s British 
Market Research Bureau Ltd. 


‘Lite’ Advances Kaiden 

Martin R. Kaiden has been ap- 
pointed assistant advertising pro- 
motion manager of the interna- 
tional editions of Life. He joined 
the Life International staff in 
1953. 


Hicks & Greist Names Kogan 

I. S. Kogan, director of public 
relations of J. M. Hickerson Inc., 
will join Hicks & Greist, New 
| York, Feb. 1 in a similar capacity. 
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Gerald C. Shappell 


Production manager, copywriter, art director 
and advertising manager are highly responsible 
positions in any advertising office, but Mr. 
Shappell used them as stepping stones to his 
present position. Previously, he had positions 
with such leading department stores as Gimbel 


Brothers and Hecht Company. 


At Sealy, one of America’s largest manufacturers 
of bedding and maker of Posturepedic mattress- 
es, Mr. Shappell supervises the national adver- 
tising campaigns and coordinates the advertising 
efforts of 31 individually owned Sealy plants 
throughout the U.S. and Canada. 


Mr. Shappell is active in the Association of 
National Advertisers and is vice-president of 


Chicago’s Advertising Executives’ Club. 


200 EAST ILLINOIS STREET © CHICAGO 


ILLINOIS 


“Ad Age is the only 
way I can keep up 


with advertising” 


says GERALD C. SHAPPELL Advertising Manager 
Sealy, Incorporated 


**I find the only way I can keep up with what’s new and 
news in this advertising business is to read Advertising 
Age regularly. Frankly, I don’t think there is any other 
magazine nearly so important to the average advertis- 


ing man. I read it faithfully every week.” 


Sears, Ward Cat TV Sponsors 
Down Payments Spending 
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1 Year (52 issues) $3 
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Anger Wittig Aboya Vallier 


HELPER—Milwaukee’s “Miss Print” in the observance Brewing Co.; John Aboya, press relations director 
of Printing Week was pretty Barbara Ann Wittig, of Klau-Van Pietersom-Dunlap, who was chairman 
shown here with some of the week’s planners. The of the “Miss Print” contest, and Raymond G. Vallier, 
gentlemen are Edwin A. Anger, manager of the’ president of the Milwaukee-Racine Club of Print- 
sales promotion and publicity department of Miller ing House Craftsmen. 
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CONSISTENT—For the second year in a row, Dillon-Cousins & Associ- 
ates, Mexico City, has won the “Teponaztli de Malinalco” award 
given annually by the National Advertising Assn. of Mexico for the 
best all-around campaign conducted in the past year. The agency NEW OUTDOOR ADVERTISER—General Telephone Directory Co., Des 
won the 1956 award for its Rojo Cautive lipstick campaign and the Plaines, IUl., subsidiary of General Telephone Corp., is launching 


HARVEY J. BOLSER has been named 


1955 award for its Rosa Frenesi campaign, both for Max Factor. its first outdoor poster campaign this month in 73 cities on a 12- 3 ey = 
Here, Frederico Gerzco (left), general manager of Max Factor in month basis. The company also uses television, radio and magazines. orauion di iaiemenaaie - 
Mexico, congratulates Luis G. Dillon, agency president. H. B. Humphrey, Alley & Richards, New York, is the agency. 9 fer 


Louis, a new post. He formerly 
was assistant general manager of 
Pearl Brewing Co., San Antonio. 
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CRUISE WREK on “QUEEN FOR A DAY 
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Samsonite ee : : = . * : >. Spat lihdbow Portont tor Oruisewenr fH ter @ Queen cossaan 
.~S 


CRUISE QUEEN—The six pages here, which will form a color ad in the February issue luggage, Nardis of Dallas, Grace Walker shoes, Gossard foundations and Mojud lin- 
of Charm, also will “come to life” on NBC-TV’s “Queen for a Day” Feb. 4-7 when gerie—will outfit the program’s queen, who will be sent on a cruise to the Bahamas 
Fashion Commentator Jeanne Cagney turns the pages of a giant copy of Charm. during that week as part of a “Cruise Queen Week” promotion. Raymond R. Morgan 
Models used in the ads will animate the ads on the tv show. Advertisers—Samsonite Co., Hollywood, prepared the ads. 


Muldoon = Ryan Mayer Bratton Dion Hepp Potter Mahoney Dabney Hahn Wray Gottlieb 


PARTY—Some of the guests and hosts at an Electrical Merchandising gathering in Chi- Electric division, Silex Corp.; Bob Potter Sr., Robertson Potter Co.; John Mahoney, 
cago, Jan. 9, are Ray Muldoon, Whirlpool-Seeger Cerp.; Dick Ryan and Rose Bratton, Sentinel division, Magnavox Co.; Rich Dabney, president, and Richard Gottlieb, vp, 
McCall’s; Joe Mayer, Mayer, Klann & Linabery; Gene Dion and Adam Hepp, Chicago Ironrite; Harry Hahn and Laurence Wray, Electrical Merchandising. 
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Once a month for the next two years, this space will 
describe an important contribution made by some Ameri- 
can newspaper to the public welfare or safety. 


Ours is a free press. It is also the unpaid guardian of 
right, the unhindered challenger of wrong-doing. 


We are proud that our newspapers have proven time 
and again that their sense of responsibility goes even 
beyond that of the officially constituted agencies, when 
necessary. 


The series will bring you a few illustrations of this 
unique character of the American newspaper—a character 
possessed by no other advertising medium. 


We sincerely hope that you will find these stories in- 
teresting, and that they will illustrate again to you why 
the newspaper is so basic and vital a part of people’s lives. 


NO WONDER the people BUY 


56,000,000 newspapers every day, 
for which they pay $3,500,000 daily 


It is important for advertisers to remember — People welcome advertising in newspapers 


Published in the interest of all Newspapers and Advertisers by 


Moloney, Regan & Schmitt 


HERBERT W. MOLONEY, President 
Newspaper Representatives Since 1900 
Representing Newspapers Only 
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a message for 
advertisers who want 


to influence doctors 


When more and more of America’s most successful 
medical advertisers concentrate more of their ad- 
vertising in one medical journal . . . when they place 
consistent schedules behind each of their important 
products . . . you can be sure that journal is produc- 
ing results. And this is precisely what is happening 
in MopeRN MEDICINE. 
The evidence is contained in a study of MopERN 
- MepicinE advertisers over the five-year period, 
ae 1951-55. 


In 1951, they placed in MODERN MEDICINE an average 
of 4.13 pages for each advertised product. 

In 1955, they placed an average of 9.25 pages for each 
product. Pages per product more than doubled. 
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In 1951, only 13 products were advertised 12 or more times; 
only 1 was advertised 24 times. 


In 1955, 66 products were advertised 12 or more times; 
and 15 were advertised 24 to 68 times. 


OF PRODUCTS 
ADVERTISED 12 OR 
MORE TIMES IN 
MODERN MEDICINE 


1951 1955 


If the doctor uses, prescribes, or recommends products like 
yours... of the doctor can affect your sales curve . . . tell 
your story in MoperNn Mepicine. Year after year more 
advertisers are placing more continuous advertising sched- 
ules in this journal than in any other medical journal in 
the world. 


ADVERTISING GOES 
WHERE SALES GROW 


To Sell More Doctors... 
Concentrate in the Doctors’ Market Place 


MODERN MEDICINE 


The Journal of Diagnosis and Treatment 
Minneapolis «+ New York + Chicago + San Francisco + Los Angeles 
In Caneda: Modern Medicine of Canada 
ia Great Britain: Modern Medicine of Great Britain 
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H. EARLE BRAISTED, formerly vp and 
treasurer of Joshua B. Powers Inc., 
New York, international publish- 
ers’ representative, has been elect- 
ed president. He succeeds Mr. 
Powers, who becomes board chair- 
man. 


Maxwell Associates Adds Five 
Accounts; Names Officers 

Five companies have appointed 
Maxwell Associates, Philadelphia, 
to handle their advertising. They 
are Rolle Mfg. Co. (aluminum and 
magnesium die casting), Plasto- 
matic Corp. (plastic housewares), 
Donovan Paint & Lacquer Co. 
(consumer and industrial paints}, 
Electronic Tube Corp., and Gal- 
leon Beach Trading Corp., a Brit- 
ish West Indies land and hotels 
development. 

Maxwell Associates was formed 
late last year (AA, Nov. 19, 1956) 
when John and William Maxwell 
resigned as vps of the Hutchins 
Advertising Co. office in Philadel- 
phia at the time Hutchins lost the 
Philco consumer account. Maxwell 
Associates retained some of the 
Phileco divisions. Officers of the 
agency are John Maxwell, presi- 
dent; William Maxwell, vp, and 


Bob Douglas, art director, and 


ecutives. 


Jones & Taylor Adds Lamb 


cy. 
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Agencies Don’t Use 
ABC Audit to Full, 
Devine Tells Group 


New York, Jan. 15—Advertising 
agencies too often don’t know the 
full story on an ABC audit, despite 
the fact that they place two-thirds 
of the print media billing in the 
U. S. 

James F. Devine, director of 
member relations of the Audit Bu- 
reau of Circulations, in a speech 
here last week before the New 
York chapter of the American 
Assn. of Newspaper Representa- 
tives, said, “Even though we esti- 
mate that two-thirds of the billing 
in the U. S. is now placed by adver- 
tising agencies which are bureau 
members, many agencies still need 
to be told, ‘When you want to be 
sure of what you're getting, study 
the ABC audit reports’.” 

Defining paid circulation as 
“copies not for resale” and paid 
for by the purchaser at not less 
than 50% of the base price set by 
the publisher, Mr. Devine said 65 
auditors put in 130,000 man-hours 
of circulation checking a year. 


s He cited as one of the most 
important sales tools in making 
pitches to prospective space buyers 
the use of the “white forms.” 

He outlined the following uses: 

1. Individual newspaper circula- 
tion. 

2. Specifically defines territory 
in the city, and retail trading zones. 

3. An analysis for space buyers 
of how the newspaper produced 
the circulation offered. 

“You can produce for any adver- 
tising manager or agency man an 
exact count of the distribution of 
a typical issue by towns and coun- 
tries in the retail trade zone, and 
help investors in newspaper ad- 
vertising match circulation to oc- 


P. M. Custer, secretary-treasurer.|cupied dwelling units by coun- 
Other members of the agency are|tjes,” he said. 
William Pennebaker, copy chief;| Mr. Devine said 96.4% of the 


newspaper circulation in the U. S. 


Joseph Waugh, Curt Rink, Ron|and 99% in Canada is annually 
Tucker and Lee Cox, account ex-| checked by ABC auditors. 


Prest-O-Lite Names Roberts 
W. C. Roberts has been ap- 


Jones & Taylor & Associates,| pointed sales manager of Prest- 
South Bend, Ind., has been ap-|O-Lite batteries, a product of 
pointed to handle advertising for | Electric Auto-Lite Co., Toledo. Mr. 
Lamb Knit Goods Co., Colon,| Roberts joined the Prest-O-Lite 
Mich. Gourfain-Cobb & Associ-| Battery Co. 23 years ago, shortly 
ates, Chicago, is the former agen-|after it was made a part of Elec- 


tric Auto-Lite Co. 


of their adverti 
Courier-Express. 


Courier-Express 


BUFFALO’S DOWNTOWN 
DEPARTMENT 
STORES CAN’T BE Bian 


In vying for their share of Buffalo's 
$839,216,000 annual retail sales .. . 
and in inviting shoppers into the city 
from surrounding territories...down- 
town department stores place 53% 


You, too, can profitably use the 
proven power of the Courier-Express 
in selling both men and women. Use 
it daily to get more advertising for 
your dollar concentrated on those 
with more dollars to spend among 
the 474,700 families in Western New 
York’s 8 counties. Use the Sunday 


age. It’s the state’s largest newspaper 
outside of Manhattan. 


ROP COLOR available daily 
and Sunday. 


surFaco COURIER-EXPRESS 


Representatives: SCOLARO, MECKER & SCOTT Pacific Coast: DOYLE & HAWLEY 


tH 


sing lineage in the 


for maximum cover- 
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GIVE YOUR 
ORDER WINGS! 


Ask tor delivery by 


AIR 


When ordering small items, ask to have them 
sent by Air Parcel Post (over 8 oz.) or Air Mail. 
Overnight delivery almost anywhere in the U.S. 
Maximum rate: 80 cents a ib. Company will 
bill you for extra postage. 


Adv. by the Scheduled Airlines for the U.S. Post Office 


Ae Ae A Ae | 


Canadian Canners, 
$500,000 Account, 
Goes to Hayhurst 


Toronto, Jan. 14—Speculation 
on the movement of the estimated 
$500,000 Canadian Canners Ltd. 
account (Aylmer products) was 
finally ended today with the an- 
nouncement of the appointment of 
F. H. Hayhurst Co., Toronto. 

This is the company recently 
purchased by California Packing 
Corp. The appointment is effec- 
tive March 1 and includes the 


FLYER—Seeking a new market for company’s entire Canadian opera- 


airmail, the scheduled airlines will 

advertise to mail-order shoppers 

with 28-line ads in True and Bet- 

ter Homes & Gardens starting in 

March. Lewis Edwin Ryan Adver- 

tising, Washington, is the agency 
for Air Transport Assn. 


Split Runs Effective 
for Small Space Ads, 
Richard Seitz Says 


New York, Jan. 15—Split-run 
tests, according to a man who has 
supervised hundreds of them, are 
particularly effective for small 
space advertisers. 

Richard Seitz, market research 
director for Vick Chemical Co., 
made this point, among others, in a 
luncheon talk before the American 
Marketing Assn., in which he out- 
lined the pros and cons of split- 
runs to the group. 

Split-runs bring generally quick 
results, are simple to conduct, show 
readership of an ad, and can iron 
out variables in an ad. Used con- 
tinuously and consistently, he said, 
they will lead to important general 
conclusions. 


= On the debit side, the results of 
a split-test are sometimes a stand- 
off and the number of replies is too 
low to be significant, it was point- 
ed out. Unless a single element is 
tested alone, Mr. Seitz cautioned, 
there will be no valid explanation 
of why the two ads produced their 
results. ‘ 

Coupons are often necessary ad- 
juncts to a split-run test, but they 
can distort the character of an ad. 
The respondents themselves, Mr. 
Seitz said, are often not typical 
consumers; they may be weighted 
with kids, oldsters and professional 
bargain and sample hunters. 

Replies are seldom a test of 
headlines. They 
the reading of body copy. A long 
series of tests for the same product 
in the same year, the speaker con- 
tinued, will produce a diminishing 
return. Split-test runs, obviously, 
tell your competitors what you’re 
testing. 

Finally, said Mr. Seitz, it has 
been his experience that a good 
test ad was not always good adver- 


tising, judged by subsequent re- 
\- 


sults. 


Adams Adds Videola-Erie 

A. D. Adams Advertising, New 
York, has been appointed to han- 
dle advertising, merchandising and 
publicity for Tonfunk and Fonovox 


hi-fi radios and radio-phonograph- | 


tv combinations imported from 
West Germany by Videola-Erie 
Corp., Brooklyn. 


Paris & Peart Gets Re-Dan 

Re-Dan Packing Co., Ozone 
Park, N. Y., packer of Cadet dog 
food, has appointed Paris & Peart, 
New York, to handle its advertis- 
ing. Mann-Ellis formerly handled 
the account. 


T. G. Yamada Opens Office 

Thomas G. Yamada, formerly vp 
of W. T. Sorensen & Associates, 
Chicago, has opened an advertising 
and sales promotion office at 220 
S. State St., Chicago. 


indicate chiefly |. 


tions and subsidiaries—Canadian 
Canners (Western) Ltd., Vancou- 
ver, and Wagstaffe Ltd. 

Harold White, general sales 


manager of Canadian Canners, 
said the company has decided to 
consolidate all its advertising ap- 
proach. 

The other Toronto agencies 
which have portions of the Ayl- 
mer account were Baker Adver- 
tising Ltd. and Jas. Lovick & Co. 
Hayhurst first became associated 
with it when the agency took on 
the Wagstaffe division in 1944. 
Hayhurst currently handles Ayl- 
mer soups, catsup, pork and beans 
and marmalades and the Wag- 
staffe division. 


Hotchkiss Leaves D-F-S 
Charles L. Hotchkiss, exec vp 
of Dancer-Fitzgerald-Sample, San 
Francisco, has resigned. Mr. Hotch- 
kiss, who had been with the agency 
for the past 15 years, transferred 


to San Francisco from the New 
York office in 1953. No future 
plans have been announced. 


Needham & Grohmann Names 

Needham & Grohmann, New 
York, has promoted account exec- 
utives John M. Keil and Howard 
A. Heinsius to vps and Robert A. 
Adams to associate art director. 
Mr. Keil joined the agency in 1951, 
Mr. Heinsius last year and Mr. 
Adams in 1950. 


Masland Names Felix Korsyn 
Felix J. Korsyn has been named 
assistant advertising manager of 
Masland Duraleather Co., Phila- 
delphia manufacturer of Masland 
Duran plastic upholstery. Mr. 
Korsyn joined the company in 
1948 as a saies correspondent. 
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Aubrey Named ABC VP 

James T. Aubrey Jr., who joined 
ABC television, New York, in De- 
cember as head of programming 
and talent, has been named a vp 
of the company. 


Rumrill Names Darcy 

George R. Darcy, director of de- 
velopment, has been elected a vp 
of Charles L. Rumrill & Co., Ro- 
chester, N.Y. 


SIiIMPSON-REILLY, LTD. 
’ Publishers Representatives 


SAN FRANCISCO CENTRAL TOWER 


ft Metropolit 


Metropolitan San Jose Leads 
& All California With, Gains of 
$11,541,000 In Retail Sales! 


Los Angeles... 
lost. $18,933,000 


San Francisco. . . 
lost $2,361,000 


Oakland... 
lost $6,308,000 


San Diego... 


gained $5,733,000 


an San Jose 


(Santa Clara County) 


Gained $11,541,000! 


Source: State Board of Equalization 


SAN JOSE 


Mercury ano News 


Taxable Retail Sales Second Quarter 1956 


MEMBER OF THE METRO SUNDAY COMICS NETWORK 


REPRESENTED NATIONALLY BY RIDDER-JOHNS, 


Heart of California’s Second Gold Rush! 


INC 


hein > Si, eGR GL RRS es cei Ms. bi ae. ae Re LISS ae a ne Leaps 4 to Fe en ea a é . ot | <a ee oe. en ee T ME a ii RES al an RD, OA ke ON tat gen 8 os. a 
=i anaes Ce Na es a et Sew, Bohs“ SSM IRR Re Baiean Mig ied oes Saenger ge DEBE Maer. oo a ee a IL Cea oo nn Sen <a ee ease STUN 3, a pane eee. Sea (A 4 
dee thes ena ae Cama « Tatieranne MLR Ba 3 Pens puma ens) ie eA ae Bat | ee eae gees. eis Beta nee Pr = een hel TOSS. Sant clea er Se «= Re SAM RE  ele ecte e °.S oe 

# Bee ee es venieniiirmieatiniemmebtessiie intl a a en Sp REE ie 9 Dna ae, aan Me . Reape ix em ee meet: fd a ee. ic rae ci Da ee a eens RY iA mA es eae ais a a a oe . <em> e bse acts Bish fe an 

i ae es es ee aaron Dis Ua ld Ag ag eae ad ee ee eee ES eee eee. a Cae ams ee 
- er ee ry. 
’ oe 
il 7 
i 4 

Ee as | E 
; = 

; | aan fies 
pe RE a 
ee 
7 ane ee: 
bir 
a = — ——— oe al 
\, | Re ie 

es a 
ee : 
ih ela ie. + a) Co eee re a; % 
. 2 
EEE eee 
NSN 
3 pal 
: Bt ie: 
i ae ve 
ee > 
— 
ae 
7 = 4 
| ‘ 
| Te 
| : 
| z : 
| vm 
2 pe 
: oe i ite 
> < e 
" Pot eee 
i i ia 
7 
= 
= a : 
Ski 
> 
‘ o-oo 
5 a 
<n 
a 
iit 
> al 
aes 
oe eee 
Me 
3 er sce i 
es io 
ee ae 
; a 
' ; 
| Wok Oak em 
Be ele 
R , jie 
if ' has BE 
pea 
ae ‘ 
} ibe ed 
ppt aed 
h, tay peer eel 
: ‘ isd ia 
ee Ah 
k Se 
NM ee ip 
ae 
\ Eo Ss 
M Po eae 
b a: “ 
ik emi ie, 
a ioe 
Lah ed 
| Po 
7 “~~ 
r .) i 
| Se | 
{ J r' : ap 
a ra vi 
f Sa aoe 
rd ee 
ins. 
eee 
eeeeeerrr———C‘é‘C*C ee 
Pe teas 
y = 
} Ls y 
} 
bore é 

Bee ani tart Pre 4g ee ee reece SE ae An A ee ae ee, seer ee en ee <i emia i F ey mpl “eee — 

ana) Sees pi meaie st We gens ees ee ae Ca ete a2 Jerre Rn eee rene ea ta nei a eens ih ye A eee ee eee Mit ee ee ee ae Pe gs ae 

alam ne Gna Peale Key! a wen mae ls Regen eas ee ae eae ee oe ey a en ee ing aE ey gs tee ee i 5 Fhe nee , eu eee aac ‘ 
= aN Ser ee oe cS Fe aes y ber tae ee ' ee eee he aN ee : “ ay a eS eee ~ pie Beara or ee be eke I ee ee am = ; pf ¥ a ' a : 
st ih ORR 8 8 tt eg Se cl aeons AS Ee irate! oD yin aha St i ee oo oe ee an ete gcc Oa dete Pg sah eed eet ee te ese ot ge ame eS Rue 

"i 55 ea ie ell ° i jabs ia ad 7 ee al WER gis ea Eee ee eee i Tc, iemee es meSrian Weriaemert ne nom ae Teme he geet ace eres, ie A DR eile So) abet. UR UA ae ie gn aaa” | ee all ee ae ne 
se i 2 ee : hee piat at eee erm ae  Ts Ga ens ieee A Re oe a emi sh Nester gh het a ms Rotates Pas ties rg ha® pilin eri eer eae pl 


The Detroit News 
Again in 1956 
The Detroit News 


carried more " a. | = ; | 43,5 5 4,0 & © 


advertising 


than both other bd er “i me LINE S 


Detroit me = i ie From Media Records, Inc. 


newspapers 


Biggest advertising 
volume in 

The Detroit News 
83 years! 


combined 


A testimonial of 
its greater 
pulling power 


Detroit 


News 


WEEKDAY CIRCULATION IS 453,579; SUNDAY IT IS 566,471 ~ 
THE LARGEST OF ALL MICHIGAN SUNDAY NEWSPAPERS. 


Eastern Office 260 Madison Ave., New York Chi 
L eee “ icago Office . . . 435 N. Michi Ave., Tribune T. 
phd domnerepgencet g gan Ave une Tower, Chicago 


~ San Francisco Miami Beach . . . The Leonard Co., 311 Lincoln Road 
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What Are They Saying on TV?... 


Ah,Comeon, Fellows, People 
Don't Talk That Way! 


By Joseph Katz 


Chairman of the Board, 
The Joseph Katz Co., Baltimore 


In a talk before the Advertising Re- 
search Foundation, entitled “Ads Pose No 
Threat to Public Psyche,” Dr. John Dol- 
lard, professor of psychology at Yale Uni- 
versity said, in addition to a lot of other 
plain talk, “If advertisers are walking 
around worrying about how they’re dam- 
aging the public’s psyche and stunting the 
individual’s capacity for judgment, they 
can quit. They aren’t that effective. The 
public is sufficiently skeptical so that it’s 
in no danger of being over-plastic, and it 
has a lot of filter devices.” [Dr. Dollard’s 
talk was reported in these pages Dec. 31.] 

And one thing the public can filter fast 
—it can spot the phony in a testimonial 
conversation. 

Dr. Dollard went on to say, “It boils 
down to a mass attitude of ‘give the other 
fellow a chance to tell his story but re- 
serve the right to tune him out or other- 
wise resist if you’re not interested.’ This 
is not too far from a mass attitude toward 
freedom of speech itself.” 


= I’ve watched a lot of television com- 
mercials over the years, and if these peo- 
ple are human beings there must be a new 
tribe called Phonitians. In many cases if 
these tv actors were cast in a Broadway 
revue and just played their lines straight, 
they would bring howls from the audi- 
ence. In fact, I’d like to suggest to the 
next convention of the Four A’s that they 
put some of these tv commercials on as 
acts. They would provide good entertain- 
ment. 

An advertising agency decides on a 
theme for a cigaret advertiser’s campaign. 
The theme, for example, is “Milder than 
mild.” The magazine ads say “Milder 
than mild.” The newspaper ads say 
“Milder than mild.” And then comes the 
tv commercial: 

HE: (accepting a cigaret) Thanks—just 
my brand! 

SHE: (practically swooning with ecsta- 
cy) Why do you like it? 

HE: (likewise swooning) Because I 
like a mild cigaret—and this one is “mild- 
er than mild!” 

You’re not kidding anybody. The pub- 
lic knows these people are merely signers 
—and that the agency wrote the script. 


= I saw an advertisement in which 40 
people gave testimonials for a particular 
brand of cigaret—and I can only say that 
all 40 of them must have had a rehearsal, 
because about 90% of the 40 said the 
same thing about this cigaret: “I like 
them because they’re milder than mild.” 
The very words of the same theme—the 
actual words of the print advertising. 
All right. Pay ’em if you like. If it’s 
your notion that an actor who smoked 
somebody else’s brand yesterday can’t live 
without your brand today—that’s your 
business. It sells goods. But how do you 


know you wouldn’t sell even more goods 
if your actor talked like a human being— 
and delivered his own opinion in his own 
natural style instead of the one the agen- 
cy writes for him .. . something that’s easy 
to believe because it would sound like a 
remark he could make in a normal con- 
versation. 

It’s a strange thing. As a campaign 
changes its theme, the new crop of testi- 
monials changes with it—quoting the 
current slogan as part of the testimonial. 


® Now why can’t we talk to people and 
report their reactions as a reporter would 
—in their own language? 

I used to think “Do you believe it?” had 
a lot to do with the results of advertising. 
Do advertisers really think the consumer 
believes that people talk the way they do 
on tv commercials? Does conviction have 
any value in advertising? I think it does. 
What people think of advertising depends 
a lot on whether they believe what they 
hear. And I think it’s a serious indictment 
of tv commercials that they sound phony 
—they simply don’t ring true. There 
should be more reporting and less profes- 
sional advertising writing in tv commer- 
cials. 

I believe advertising should employ less 
ghost writing and more real interviewing 
for testimonials. People will believe testi- 
monials if they sound as if they’re com- 
ing from ordinary folks—not from ad 
writers. 


s Some years back we ran a street car 
and subway testimonial campaign for our 
client, Rem. We didn’t pay a nickel for a 
single testimonial. They came from plain 
folks—the sort of people you'll find in 
any average neighborhood. We used such 
headlines as BARBER GLAD— SHE IS— 
etc. And we quoted these people verbatim, 
even down to bad grammar when they 
used it. If the testimonial came from a 
consumer who said, “That there cough 
medicine is great stuff,” or “What I been 
using ain’t done me one-two-three to 
Rem,” we reported it just that way—and 
it sold plenty of goods. ; 

Now take beer commercials. The actor 
raises ‘his glass and says: “This is my 
beer!” What the hell do you expect him to 
say? What conviction does that carry for 
his sponsor’s product? Would anybody ex- 
pect him to say, “This is my sponsor’s beer 
but I drink Schlitz”? How ridiculous can 
you get? 


Those Clotheshorse Housewives 

Another thing. Every day on tv you see 
girls who are models, outfitted by Hattie 
Carnegie, daintily demonstrating a wash- 
ing powder, a floor wax, or a kitchen or 
laundry appliance. 

Now wouldn’t it be more convincing to 
use women who really look as if they are 
at home in a kitchen or a laundry room— 
pleasant, cheerful women—even with two 
or three chins? How can an average house- 
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wife get excited about a down-to-earth 
household product that’s being demon- 
strated by a doll whose very appearance 
screams to the world that she wouldn’t be 
caught dead with a mop in her hand in 
real life. It seems to me so obvious that 
the proper type to demonstrate such prod- 
ucts is the woman who really looks as if 
she belongs in what she’s doing, and is 
suitably dressed for it—not for a cocktail 
party, or the opera, or even high tea. 


s The current practice of lifting an actor 
right out of a play and making a salesman 
of him is something else I don’t think 
much of. Suddenly a guy who’s just been 
in the Arabian Desert performing incred- 
ible acts of derring-do, by virtue of some 
magic carpet, I guess, is sitting in the 
studio. He hasn’t changed his desert cos- 
tume—he has a little kid sitting next to 
him, and he’s telling him what big mus- 
cles he'll get if he eats Whoosis Cereal. 

It all adds up to one thing. Most tv 
commercials today are too artificial—un- 
believable—and some downright laugh- 


able, but the trouble is they’re not in- 
tended to be funny. 


And Then There Is Radio 

And what about radio? 

There isn’t a better radio course in the 
world than a good ten-day cold. Com- 
fortably propped up in bed, with a run- 
ning nose and a running radio, you are in 
an excellent position to find out what the 
Dear Public has to listen to during the 
long stretch from “Wake up, you sleepy 
heads” to the Late Late Show. And if you 
want to play a little game, I dare you to 
put down the words of the commercials 
on one long running tape—just as they 
might come off a news ticker—and imag- 
ine one set of ears listening to it all as if it 
were one running story. 

I don’t think people mind listening to 
advertising on the radio. What gets on 
their nerves more than anything else is 
the never-ending, monotonous droning of 
the same little set of words; the ear- 
grating, uninspired repetition of worn-out 
phrases. “This new, amazing way ... wise 
mothers will tell you...now listen... 
you, too, may have...now do this...” 
and the standard set of cliches that have 
been with us since the time somebody dis- 
covered the “Golden Secret of Advertising 
Success.” And is there a greater audience- 
chaser than the words, “And now a word 
from our sponsor”? 

Radio writing has settled back to the 
days of the Ready-Made Letter Writer. 

If fiction writers were as satisfied with 
themselves as our writers of radio com- 
mercials, our newsstands would be exhib- 
iting piles of Old Sleuth, Frank Merriwell, 
and Fred Fearnot. 

And to make things worse, announcers 
put imaginary megaphones to their lips 
and yell their messages into homes as if 
they were making an announcement in 
the Hollywood Bowl. 

Radio has forgotten that it is entering a 


Just Looking... 


Somehow I can’t get too exercised 
about all the pious wails over motion 
picture advertising. 

In the first place, it isn’t all as bad as 
the horrible examples. In the second 
place, what do you expect? 

What really distresses me is the even 
lower level of form, taste and morals 
that occasionally crops up in the ad- 
vertising of books. 


= I quote, as an example, the following 
kootch spiel from a double-page ad in 
the austere New York Times Book Re- 
view, for a book called “Mirage,” by 
Ruth McKenney. In this book (says the 
ad) you will find such “intriguing char- 
acters” as: 

“General Rouvroy, who was as in- 
adequate at making love as he was 
successful at making war. 

“Corinne, who ventured from man to 


By Walter O'Meara 


man in her never-ending quest for ful- 
fillment. 

“The barbaric Sheik Omar, whose 
greatest pleasure was inflicting primi- 
tive tortures on his subjects. 

“Harem-bred Zenoobeh, a 16-year- 
old Aphrodite who committed the un- 
forgivable sin of innocently loving a 
Westerner. 

“The paunchy, cupid-like Fernand 
Jardinier, who beneath his angelic dis- 
guise was a notorious paramour and 
treacherous spy.” 


® And so on. Plus, I almost forgot to 
mention, the hero who was “still young 
enough to entertain the most violent 
emotions—and attractive enough to 
have them fulfilled by the most beauti- 
ful woman in Paris.” 

When have the movies ever bumped- 
and-ground it better? 


A Re PI er es cy RR MM Aa Re ae ne re ee ees Sen ee een RE nee ee ec ey ee.) nce g 
Pret Sy aie AAR hay Ae ot, RET PERRIER: ne 5 OU ae aS, GE sg nts BA a ae Me Sh a ae ae) eee gle re madline PN ein Senay ee eae ee CG Ae? ee ne 08 eC ee 
Me es ee a Deis Rp eet oy «ioe am " Se ee er RS faye aaa ae 2h oP ree aa) ali, i SO Deel Wd CE ot, elec eta % by Oo ASA Fre UA e ey kees ~ 2 Sl oe, i De ete Big eee, cee ia 
Siri: <2 a ae =e. ig Sort ee re oe Es ee i doe a ae ls orc ka econ rae ich og hiya Berns : See Sea oe 3 ee 
ri Pe Se, SSR ie ee ime <8 a oe ve eae ae etm k Fo aha IN ge Sen 8 ORE Se UY gt adc emaee an Pai Tin oe Capes ey eT Oy fet Ui Ah Tet ae > Oe ees i. ae ee s 
£ ate Sa 
7 _ 
ee 
- fi 
e ; 
a J a 
; A hed 
ee Ro B. 
3 eee ae 
: a“ te 
aes 
F Papi etd a 
oy gta: a 
| og 
Tyee ie 
' bedi ea 
; : pe BG pe Gee owe 
Deer , far” ‘ me |e oe 
; ‘A Pe ‘a a ae 
or et ea y) ri 
E < ’ 
- Pie 
FF 2 
a : 4 . 
E % 
Ei P| =. 
* BS eee 
P a gett a 
; ea 
: ey vane ee 
2 i ‘belek a fad te at 
1 1 4 7 ee ys ate a 
a | ‘t-44 ae oa 
~~ bate < ai ; ia 
: : ‘ ’ 
a . " , Rie 5 
. 7 
7 
a . 
o 
: 
b Sy — 
FF, Bo Son sat 
‘ ela 
“Te « 
' Py A ee 
a ere 
fi ee eke 
Qj . a %: 
. + hee 
( ee 
P | eae 
ee 
; "a a 
i s hanes 
Pe i haa 
; a 
‘te ea 
o oe 
oo ae 
i oe 
aie 
: og 
; ° SNe 
a a 
5 , a! 
4 ea 
¥ SMa a 
Bae ea Sani 
4 ae ; ea 
Sect ED = 
; Po a a 
i cares 
eat 
i liga ay 
ae 
§ . es 
b be 
bh ' = 
7 | 
: 
‘ 
ee 
ee 
z a ae aol 
5 Pi Vs 
" : cg Wy 
=a: 
1 ad an 
‘ihe ih aioe 
a ee; 
a 
Rit. 
. 3 
E i 
' 
eet . - 5 Pian . z ‘ ’ re i ‘ ‘ ‘ see : 
-s Pee eae ee ET el on. Po een ae oe ee oa ee a ace ti ne HSS i, ip MO a ee eS ee ee saith rs . : , : 
ioige MR ike bo hee elena at i P ee Oey. are A aie ath Die eae Ga ol a oe oo iets vis ce ee ae. ee Chae Poot ee a, ee Bie incige ERIE te — E e 
ee Te : Ae. rf a A ie nica Aled a Ee lie Mae Be ae oR aise : 3 : re = ee Wits fot le Rieti eae cc? isd ptm ee YS Aye cece aoe Cate! Nr ie i, a eet os ee 
ST ice coer Ni, on Berta din et, aL ater ice etal al ste ee ee eee ee : IE eee a on Se cee ii heeeume lias Cet aS “ pee He ieee neraers titececiaaaiieios a 
tee ogni ne gy a mene ee sib pe le Mae Uae cn. cut age Sap en Og ete ete he 05 ete ee ee ; Be ke woe ye oe ee 
ES i a Ne “ayes at ir OP A A lt 9 Pine aaltepet Sg at tl Pi a eS ONG glee ol gsc i,” Dag cla IN ee ct i Ae pee Ree rr tee ere a al Wi Yue kB 1 a a Da ER Re spleen eae 2 ae 
eT, WE MN PPE EE TURE ER IN te ROTO RRR! CS MEN ie EE EET aC MREP eR emenRET:. wie GUURRMMRE? enncncocte ccmmumti eben re Tia timmy cc ea a 
ogee , : ni sea ye i aii Nii ise ip ot a age a cate EME EE A OOS ree TE a ae ae er ee rt ae i 


64 


living room with one to half a dozen per- 
sons. Radio has forgotten the “gentle per- 
suasion” of the intimate, soft-spoken 
voice. Radio tias forgotten that the voice 
of the barker is the voice of the side show 
—the echo of the old medicine show—the 
voice that is discounted before it gets 
fairly started. 

Listen to an average radio show and 
note what a jar there is when the star 
says, “And now a message of im- 
portance...” and the announcer comes 
in like a side-show barker in the middle 
of a church sermon. 


s There is very little integration between 
the program and the commercial. The 
“carry-over” value of the program is lost 
because the man who wrote the show and 
the chap who wrote the commercial dofi’t 
seem to have met. There is no blending— 
no connection with each other. There are 


Employe Communications... 


exceptions, of course—and how welcome 
they are! 

The art of the story teller, the skill of 
the fiction writer, have a rich field in ra- 
dio commercials. They haven’t been em- 
ployed enough. 

The hard-boiled school of radio com- 
mercial writing has been belittling style 
and human interest in advertising for a 
long time. It sees nothing in good writing, 
in color, in persuasion. 

People tune in on radio for something 
that entertains, that instructs, that holds 
the attention. The answer of the Hard- 
Boiled School of Advertising to its monot- 
ony is: The purpose of advertising is to 
sell goods. Who says it isn’t? But who has 
the proof that the art of the good writer 
can’t get more people to listen—can’t hold 
more people’s interest—can’t convince 
more people—and so sell more people— 
than monotony and shrieking! 


Office Unionization Is Newest Target 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Two year-end news items are calculated 
to put the chill on management’s hopes 
and dreams. The sooner they are faced, 
the sooner management will do something 
about them, in the hope that it won’t be 
too little and too late. 

The first item, recently reported by In- 
dustrial Relations News, deals with the 
unionization of office workers. To too 
many members of management, this has 
been a sort of never-never land project 
destined to remain in the blueprint stage. 
The harsh fact is that the United Steel 
Workers of America already have their 
campaign for the organization of office 
workers in operation: Membership cam- 
paigns are currently under way in Beth- 
lehem Steel, Republic Steel and Youngs- 
town Sheet & Tube, while tag day is in 
the immediate offing for two others— 
Jones & Laughlin and Wheeling Steel. 


8 Don’t delude yourself into thinking that 
inducements to office workers in steel are 
being made by muscle men with cigars 
and sawed-off shotguns. They are being 
made by courtly, well-tailored and thor- 
oughly informed men well schooled in the 
art of gentlemanly persuasion. They won't 
pour salt into the raw wounds of office 
employe discontent; they will treat them 
with unguents of appealing monetary val- 
ue. The millenium they will describe is a 
picture many an irked office worker will 
be happy to contemplate—and possibly to 
vote for. 


The second ice cube down the manager- 
ial back is related to the unionization of 
engineers in industry, and the saddening 
news comes from the National Industrial 
Conference Board, an august and entirely 
dependable fact-finding group. The NICB 
reports that nearly 60,000 of the nation’s 
500,000 engineers have already signed up 
with unions. Job dissatisfaction is the 
principal cause, and related to it are the 
abuses allegedly grown out of inadequate 
income, negligible recognition, lack of ad- 
vancement and poor communication. 


s The threat of office unionization is very 
real and very current. It is not parked 
around the corner waiting for a signal; it 
is parked right on your doorstep. In the 
days to come you will read and hear con- 
siderable of the rejections of unionization 
by office workers themselves, since these 
are the salves with which managements 
try to escape the pain of reality. But it is 
equally certain, on the other hand, that 
conquests of office people by unions will 
be made, without material resistance on 
the employer’s part, and the unions will 
use these case studies in order to per- 
suade others to join. 

It is abundantly clear that the free en- 
terprise story has been bobbled in the tell- 
ing. The fringe benefits for employes in 
1956 were greater than during any other 
year in industrial history, but employes 
as a group don’t seem to care. It is entirely 
possible that the majority of them don’t 
know. 

The communications expert looking for 
action in 1957 has his work cut out for 
him. His first job is to insinuate a tack 
into the executive chair. 


Looking at Radio and Television... 


In Defense of the 15% on Talent 


By The Eye and Ear Man 

Advertising agencies of the world, pre- 
pare to defend your 15%—the Rover Boys 
are at it again! It is now easy to be a 
hero and get your name in the papers: 
All you have to do is make a fiery speech 
about agency commissions on television 
package shows. All you have to do to 
look like a comer in your own organiza- 
tion is go to the cost-conscious manage- 
ment of your company and tell them how 
hot you are for returning to the P&L 
sheet $300,000 a year on your weekly tele- 
vision show costs. 

Reliable rumors are circulating that 


one of the large advertisers, more noted 
for opulence than intelligence in adver- 
tising buying, is secretly gathering data 
from networks, packagers, and lawyers 
for the purpose of eliminating the com- 
mission on a package television show. 


® Other recurrent rumors have it that 
a large advertising agency has actually 
accepted a coveted account and waived 
commission on the television program on 
the ground that the account as a whole 
is so large they are bound to make out all 
right. 

In both cases, if the reports are true, 
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The Creative Man’‘s Corner... 


One Lump, Please 


If, as the Pan-American Coffee Bureau states, “there is nothing so satisfy- 
ing as a good cup of coffee,” then we wonder why—unlike A&P—they don’t 
illustrate a “good cup of coffee.” Instead, the bureau tries, through the use of 
picture-caption devices, to interest us in (1) Spiced Coffee Eggnog Punch, 
(2) Viennese Velvet and (3) Petit Cafe. 

Seems like only a short while ago, the Pan-American Coffee Bureau was 
telling us how coffee is everybody’s drink: traffic cops, truck drivers, firemen, 
nurses. Now it illustrates particular coffee drinks that cannot possibly be of 
interest and cannot possibly be of use to the great bulk of Americans who 
have made coffee the most widely used beverage in the consumingest country 
in the world—more widely used, perhaps, even than water. 

Is this intended to make coffee more interesting? If so, to whom is coffee to 
be made more interesting? To the great mass of consumers, is Viennese Velvet 
a more interesting or satisfying way to drink coffee than black? Or with 
cream—or cream and sugar? Or even with evaporated milk? 

There are times, we feel, when advertisers can get a little too intrigued 
with, actually, the less interesting ways in which their product is employed— 
and, when we say “less interesting,” we mean less interesting to the bulk of 
their natural market. If we were in the coffee business, as A&P is, we’d ad- 
vertise coffee as A&P advertises it—the way most people drink it. (We might 
even use a percolator in place of that classy coffeepot.) 


Iolo “Kemer 1b why Thodauth vt honpuny t0 AP Coffee 


the agency and the client are being short- 
sighted. In the case of the client, it is 
indeed commendable that individuals 
within large corporations look for econo- 
mies to offset rising prices and costs. On 
the other hand, this is a time when com- 
petition is at its fiercest and the best sell- 
ing brains in the country are needed to 
get the inventories down and the produc- 
tion up. Cut-rate services will never 
achieve these results. 

In this particular case, the package in 
question is a troublesome one. The star 
has a big head and the program isn’t 
doing as well as it should. 

Is it wise to tell your counselors to 
lay off the program and do nothing about 
fixing it or replacing it? Is it wise to 
cut off income (hence forcing economies 
in personnel) when sound thinking is re- 
quired and a man of stature is needed to 
deal with the talent? 


® There is no such thing as a package 
show that takes care of itself. Agencies 
are continually required to ride herd on 
the best of them. The fatalities among 
television programs indicate a need for 
top thinking—and that comes high. Should 
an agency be told that if they recommend 
a nice little drama of their own they can 
get a commission, but if they recommend 
a star and a vehicle controlled by the star 
they will be penalized for their wisdom, 
especially if the program becomes very 
successful? ; 

Can an agency be objective about a 


media recommendation if the one course 
leads to maximum commission and the 
other leads to half-price commission? Oh, 
it’s easy to be a hero all right—for a year 
or so. But when the trouble begins, the 
client had better have the best agency 
money can buy or accept the conse- 
quences. 

And how about that mammoth agency 
that waived commission on a package 
show in order to get a large account? They 
may have figured that no one would ever 
hear of the deal. Ha! There’s no such 
thing as a secret in television. Pretty soon 
all other clients will be seeking and get- 
ing a most-favored-nation clause. As the 
average agency television billing ap- 
proaches 50%, this means as much as 25% 
of the agency commission may be at stake. 


® Agencies have come a long way from 
the days when a highly creative fellow 
with an office in his hat and a glib tongue 
could knock out great sales copy, place 
it in magazines and that was that. They 
have progressed to the distinguished posi- 
tion of sales counseling and, as such, com- 
plement the client’s sales force, research 
departments, economic analysts and man- 
agement—as well as placing and preparing 
advertising. These services have now been 
taken for granted and have contributed 
greatly to the growth of American indus- 
try. Further, they have offered fresh 
thinking to clients as a balance to their 
internal thinking. 

In order to maintain these services and 
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IN NORTHERN CALIFORNIA ITS 
THE SAN FRANCISCO EXAMINER... 


First in circulation and first in advertising 
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fe ke, Gychuage,- Sone Fiancee 


Represented by Hearst Advertising Service, Inc., Offices in all principal cities 
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invest against the days when the world is 
indeed small and U.S. products will have 
truly world distribution, the agency must 
receive 15% of each dollar spent as a 
minimum. In some cases, it must be more. 
Penny-pinching clients will end up with 
penny-pinching thinking. 


® Indeed it is strange that the cries of 
woe do not come from the scientific ad- 
vertisers who take maximum advantage 
of agency service. The cries come from 
the periphery of men who seek personal 
publicity and a pat on the back from the 
financial segment of their management. 


On the Merchandising Front... 


How foolhardy it is to assume that 
television is different from all other me- 
dia, and that a special set of rules should 
be devised to handle one of the most 
powerful and effective media, which is 
so complex and so malleable that prob- 
lems lead to daily setting of policy and 
precedents! 

Go ahead and figure out on paper how 
you can make huge savings to return to 
your treasurer. Then tear up the paper 
and think what a price you would have 
to pay to get the cut-rate servicing that 
goes with the saving—especially when 
times get tough. 


What Are the Limits of Self-Service? 


By E. B. Weiss 

At least 90% of cars are bought self- 
service, even though so-called salesmen 
may write up the order. Practically all 
food is bought self-service. These two 
categories account for about 55% of our 
total retail dollar. 

But this is only the 
beginning of any effort 
to determine the extent 
to which self-service 
(and remember that 
self-selection is part 
and parcel of the self- 
service operation) has 
taken over the retail 
trade. Let’s explore a 
bit further: 

Among the drug outlets, self-service 
certainly rules the roost among the new 
chain outlets and, of course, among a 
growing percentage of the independent 
druggists. Among the variety outlets, 
which are controlled by chains, self- 
service is going in as fast as fixturing can 
be changed. Ditto for the hardware chains 
and many of the hardware independents, 
too. 


. B. Weiss 


e If, then, we were to guess-estimate 
that about 25% of the retail volume of the 
drug outlet, the variety outlet and the 
hardware outlet is being done on a self- 
service basis and add this to the self- 
service volume of the auto agencies and 
the food outlets, why—we probably have 
about 65% of total retail done by the vari- 
eties of self-service techniques. 

Next we come to the great soft goods 
field—particularly fashion. This is the 
last hold-out of those who insist that self- 
service is primarily for the food outlet. 
Sell fashion self-service?— it’s impossible! 

Of course, Ohrbach’s has been selling 
fashion self-service for some 35 years and, 
in those years, it has probably moved close 
to one billion dollars of fashion merchan- 
dise. So have a number of other fashion 
outlets. And now the discount houses are 
going into soft goods in a big way. 

Moreover, even department stores are 
putting in new-type fixtures that encour- 
age the self-service buying of many types 
of soft goods, ranging from hosiery to bras. 
Even in woven floor coverings (which is 
fashion merchandise, really) the manu- 
facturers have developed ingenious fix- 
tures that encourage self-selection to a 
degree that makes this buying procedure 
very much a self-service function. Also, 
department stores are putting in cash- 
wrap desks in many departments, imitat- 
ing the Sears stores which pioneered this 
development. 


® But perhaps the most persuasive 
answer to those who insist that fashion 
can’t be sold by self-service is to ssudy the 
spring-summer general catalog of Sears 
which was distributed early in January. 
Clearly, when fashion merchandise is be- 
ing bought from a catalog, it is being pur- 
chased self-service. Mail order, in reality, 
was the original self-service procedure 


and is still the most complete self-service 
procedure. After all, in a food super the 
check-out girl tots up your order, but in 
mail order you tot it up yourself! 

It is startling to note that more than 
25% of Sears’ newest 1,400-page catalog 
is devoted to fashions for women and 
children. Yes—25%! 

Now I would calculate that this would 
mean—very roughly, of course—that 
Sears expects to do about 25% of its cata- 
log volume in women’s and children’s 
fashions. Inasmuch as Sears will do about 
$800,000,000 through its mail-order divi- 
sion in 1957, this would mean that Sears 
should do somewhere in the neighborhood 
of $200,000,000 in fashion merchandise via 
the mail-order route. 


® I submit that a $200,000,000 volume in 
fashion merchandise sold by mail is pretty 
convincing proof that self-service and 
fashion are not at the opposite ends of the 
merchandising pole. I should point out 
also that Sears has stepped up its fashion 
merchandising via the catalog most ener- 
getically—and this represents a funda- 
mental policy change. Indeed, Edward 
Gudeman, who is Sears’ vp in charge of 
merchandising, has described the new 
operation as “a new look in our mail-order 
fashion program that brings high-styled 
fashions to the mass market.” The new 
catalog places emphasis on authentic 
styling, the importance of fabric quality 
and color coordination. Sears is even fos- 
tering new fashion colors in its catalog for 
the first time. 

Now don’t conclude that this $200,000,- 
000 mail-order catalog volume will be 
done with families living in the remotest 
hinterland. Over 40% of this volume will 
be done within the trading areas of our 
cities with a population of 100,000 and 
over! And let us bear in mind that there 
are few isolated hamlets in this nation 
today. 

In any event, if we were to add another 
10% to the self-service total as represent- 
ing all of the innumerable variety of soft 
goods, why we have about 75% of total 
retail being done by self-service tech- 
niques. 

Actually, I think the figure is nearer 
80%. For example, I haven’t covered ma- 
jor appliances, and anybody who has 
bought a major appliance knows that the 
lion’s share of major appliance volume is 
bought by self-service, whether or not a 
floor clerk is present. Innumerable lum- 
ber yards have been converted to self- 
service. Ditto for some home furnishings 
outlets. 

However, my basic point here is not 
whether or not the store is set up for self- 
service, but whether it is set up for truc 
intelligent, informed, creative floor selling. 
The auto agency is not set up for self- 
service, but because intelligent, informed, 
creative floor selling is almost totally ab- 
sent, cars are clearly bought self-service. 

Consequently, I conclude that close to 
80% of total retail is done today by varia- 
tions of self-service. And I conclude, too, 


that if more retail stores realized that 
merely having attendants on the floor does 
not necessarily mean the existence of 
floor selling—if they removed these hu- 
man road blocks and installed modern 
self-selection layouts, fixtures, etc.—that 
80% figure would quickly shoot up to 
85% and even higher. 


® This doesn’t mean turnstiles necessarily 
for all stores. It may not even mean cash- 
wrap desks for all stores. But it does mean 
recognition of the obvious fact that the di- 
viding line between self-selection and 
self-service is a purely mythical one, and 
that the customer who self-selects is self- 
serving. Once this conclusion strikes home, 
retailers will stop thinking in terms of the 
limits of self-service and turn their think- 
ing in the direction of its almost unlimited 
potentialities. 

There is perhaps one more point to be 
added: Am I contending that all retailing 
should go self-service in one form or 


Salesense in Advertising... 
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another—to one degree or another? No— 
I’m not. All retailing will never be done 
by one basic form; not ever. 

But I do contend that too many retailers 
today persist in ignoring the enormous 
volume the shopper is buying in their 
stores by what approximates self-service 
procedures, even though the store is not 
set up for self-service or self-selection, or 
semi-self-selection. Too many retailers as- 
sume a degree of personal floor selling in 
their stores that simply doesn’t exist— 
except in their imaginations. 

Their ability to roll up enormovs 
volume with a minimum of floor selling 
actually should be vastly encouraging to 
these retailers because, unless this natior 
witnesses a severe depression with great 
unemployment, retailing will continue to 
get the third and fourth siftings of labo~ 
availability. That caliber of personne: 
cannot sell! Moreover, retailing can n 
longer carry the luxury of floor payroll. 
inflated by traditional thinking. 


Copywriting Is Not a Branch 
of Belles-Lettres 


By James D. Woolf 

We copywriters do not always remem- 
ber, I suspect, that commercial advertising 
is not a branch of belles-lettres. 

“Fine writing,” considered purely as 
such, is a consideration of very little im- 
portance. 

What counts most in 
advertising is (1) the 
motivating force of the 
promised benefit, and 
(2) the absolute lucid- 
ity of its expression. If 
the idea is not easily 
and clearly understood, 
beautiful words beau- 
tifully strung together 
will be of no avail. 

Sometimes, it seems to me, we copy- 
writers fog up a simple idea with obfus- 
cating language. We appear to feel we 
haven’t exercised our ingenuity and liter- 
ary ability when we content ourselves 
with a clear and unadorned expression of 
our concept. I find it hard to agree with a 
certain agency man who once said that 
“considered merely as an effort of literary 
composition, the copywriter has before 
him a task that will seriously try his 
power. It is easier to write an article for 
Harper’s Magazine than it is to write a 50- 
word advertisement.” 


James D. Woolf 


s Frequently I dip into the kindergarten 
books that are forever strewn about my 


Marlboro 
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Minute Rice is already cooked - 
Just add to boiling water and remove from hee? 


house. Talk about lucidity! Their clarity 
and stark simplicity is wonderful: “This is 
a picture of a cat. The cat has a fur coat. 
The cat has two eyes. The cat has fou” 
legs. The cat catches mice. The cat love. 
milk,” : 

Herbert Spencer, in his “Philosophy cf 
Style,” explains that a reader or listene’ 
has at each moment but a limited amour 
of power—mental power—on tap. 
“Hence,” he goes on, “the more time am 
attention it takes to receive and under- 
stand each sentence, the less time and at 
tention can be given to the contained idea, 
and the less vividly will that idea be con- 
ceived.” 

Reproduced here are two advertise- 
ments which are exceptional for their sim- 
plicity and lucidity of expression. Note 
what little mental power is demanded of 
the reader by the Marlboro copy: 

“Here's old-fashioned flavor in the new 
way to smoke. The man-size taste of hon- 
est tobacco comes full through. The 
smooth-drawing filter feels right in your 
mouth. Works fine but doesn’t get in 
your way. The Flip-Top box keeps every 
cigaret firm and fresh until you smoke it.” 
Almost kindergarten! 


® Five sentences, none compounded, and 
each only nine or ten words in length; no 
commas, no semicolons; no ten-dollar 
words or complicated phraseology to dis- 
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RESEARCH NEVER STOPS HERE 


Years of constant research have made the quality 
of color printing higher and higher at J. W. Clement. 
Measured in terms of money and time, Clement's large 
investment in research is unusual in the printing 
industry. Equipment is the finest . . . most modern 
available and is kept in prime working order around 


the clock. It is being constantly improved to produce 


higher quality printing at lower cost to the customer. 

Many improvements in the quality of color printing 
can be found at Clement. Here, the development of 
new printing machines has always been a management 
policy. Another reason why leading businesses take 
pride in and profit from Clement printing —as faith- 


ful to color as eyesight itself. Yet it costs no more. 


J. WW. CLEMENT CO. Manufacturers of Quality Printing 


Executive Offices & Plant: 8 LORD STREET, BUFFALO 10, N.Y. 


SALES OFFICES: Graybar Bidg., New York, Fisher Bidg., Detroit. SUBSIDIARIES: Pacific Press, inc., Los Angeles, Phillips & Von Orden Co., San Francisco 
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sipate the reader’s time and attention and 
thus becloud the “contained idea.” 

Starkly simple also is the Minute Rice 
color page, shown on Page 66. It puts not 
the slightest strain on the reader’s mental 
power, and the contained idea is apparent 
instantly: 

“No other rice is this easy! No washing! 
No rinsing! No draining! No steaming! 
Minute Rice is already cooked—just add 
boiling water and remove from heat!” 


Neither of these ads is notable for its 
“fine writing.” But both of them, in my 
opinion, are excellent. 


= I am not, of course, recommending kin- 
dergarten books as models of good writing 
for copywriters, and the two ads repro- 
duced here are not being held up as models 
of perfection. But I do think that, in ad- 
vertising, lucidity is vastly more important 
than “literary” excellence. 


Looking at the Retail Ads 
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By Clyde Bedell 
(Mr. Bedell is a consultant in crea- 
tive advertising and advertising 
training.) 


In the advertising of retail stores, it is 
not uncommon to be witness to com- 
promises resulting from a struggle be- 
tween a rigidly crystallized typographic 
and layout style, and the store’s need to 
communicate with newspaper readers. 

This store’s advertising carries some of 
the crispest and nicest art in the United 
States. However, style precision is a fet- 
ish in this kind of space use. It reminds 
me of the care with which I polished 
full pages in the SEP and other publi- 
cations for Californians Inc., many years 
ago. 

I had no use for widows—in type. 

Every ad had to be manicured within 
an en of its life. 

Fortunately, I was using carefully 
formulated enthusiastic copy, and it 
largely overcame the slight tendencies 
toward sterility imposed by too much 
perfection in production. (We bought 
coupons from carefully selected prospects 
at record low prices.) 

Perhaps it’s a California characteristic 
—the fetish for “finish.” 

Anyway, style here apparently says, 
“One display line only.” 

Look what it leads to. 


Tips for the Production Man... 


You have probably already noted the 
headlines, but would you ever guess that 
the top ad was bought (presumably) to 
tell the people that for two weeks only, 
they may have monograms on these 
sheets and cases for no extra charge? 


® Sorne rule apparently prevails that es- 
tablishes crisp design as more important 
to the store than the communication of 
the selling messages for which the ad- 
vertising is done. To business people who 
have experimented broadly and pointedly 
in getting advertising results, such rules 
are expensive luxuries that are never 
worth their price. 

All stores should develop characteristic 
styles for their advertising. 

But the style should never get in the 
way of the purpose of advertising, which 
is to sell merchandise. 

Is it more sensible to hobble the story 
this way than to build show cases to be 
beautiful even though they cannot show 
merchandise? 

Is this more sensible than delivery 
trucks designed to be smart at the ex- 
pense of reasonable capacity? 

Is this more sensible than employing 
saleswomen for their loveliness, though 
they are inarticulate and ineffective? 

More sensible than using window fix- 
tures that are attractive but that conceal 
the merchandise? 


New Engraving Machine Has New Features 


By Kenneth B. Butler 
Production men have been familiar with 
the Fairchild Scan-a-Graver machine 
which has been out for six or seven years 
now. The machine makes halftone en- 


gravings electronically direct from a pho- 
tograph on a plastic plate. 

The engraving is done by a stylus which 
picks up tones electronically from the 
photograph original. No great experience 


has been necessary to operate it. When 
originally introduced the machine made 
only the coarse newspaper screens; later 
the machines were able to cut screens suit- 
able for enamel paper. The machines have 
been leased, not sold. 

The company (Fairchild Graphic Equip- 
ment, 88 Van Wyck Expressway, Jamaic 
N. Y.) has been readying a re-engineered 
machine which it hopes to have available 
in February, also on a lease basis. 


® The outstanding feature of the new ma- 
chine is that it will permit plates to be 
made either larger or smaller than the 
copy. This was not possible with the older 
models. Reduction could be made only by 
first having a reduced size print made, 
with extra cost and delay. 

The new machine also permits the use 
of larger copy than formerly, incorporates 
two screens in one machine, and has a fin- 
er tone sensitivity, according to the com- 
pany’s engineers. 

Enlargements or reductions up to four 
and one-half times will be possible in the 
machine, automatically, without inter- 


mediate steps. The copy handled can be up 
to 18 x 22%. This means that it will be 
possible to gang-engrave the smaller en- 
gravings. 

A push button selector switches from 
coarse-screen halftones for newsprint and 
antique finish stocks, changing to fine 
screen for coated papers. 

Another announced feature of the ma- 
chine is controlled distortion. This permits 
the user to stretch or shrink the subject 
in either dimension, making a room seem 
wider or a short model taller. 

**2s 

These machines have enjoyed wide use 
in newspaper plants, both small daily and 
large weekly, as well as widely in organi- 
zations having their own printing facilities 
for production of their own material. 
Generally commercial engravers have not 
adopted the process. 

The new features being incorporated in 
the machine should warrant a study of its 
possibilities, as well as limitations, by 
many production men. The limitations, 
certainly, have been narrowed down by 
the new features claimed for it. 


DRAWTHINKS. 


The COPYWRITER'S , 


How to draw the product 


No. 1 of a series: How to begin to begin 


Practice these three simple shapes. 
Vary the sizes and combinations as 
shown here. When you can do these 
pretty well, you’ll be ready for prac- 
tical results in the next few lessons. 


we 


Nezt Lesson: “How 
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Mr. Keyhole is a circle and a triangle 
or square. 


to look at the product” 
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Network TV Sponsors Seek ‘Relief,’ 
But May Have to Find It Themselves 


(Continued from Page 1) 
over half of its half-sponsorship 
of the Wednesday night fights to 
co-sponsor Mennen or another ad- 
vertiser. 

Prompted by all the motives 
mentioned above, General Foods 
has been eager to have another 
company co-sponsor several of 
its weekly telecasts on NBC and 
CBS for some time. This manufac- 
turer started the 1956-57 season 
with seven nighttime shows, only 
one of which (“I Love Lucy”) 
was co-sponsored. Included were 
four new film series, none of which 
has made any rating history. 

This big spender is getting some 
help—but not as much, nor as fast 
as it would like. On CBS, Ford 
came in as co-sponsor of the “Zane 
Grey Theater,” Bon Ami bought a 
couple of “West Point Story” tele- 
casts and more relief is sought 
here. Some pre-Christmas “De- 
cember Bride” shows were turned 
over to Shulton at the request of 
CBS. 


s At NBC, the food company has 
had a long standing request to (1) 
cancel Roy Rogers, the “77th Ben- 
gal Lancers” or “Hiram Holiday,” 
or (2) cut back to alternate on any 
two of the three or (3) accept 
short term filler sponsors on any 
of the three. 

A compromise has now been ar- 
rived at whereby NBC has agreed 
to accept a March cancelation on 
“Hiram Holiday,” which GF signed 
for 39 weeks, and GF has agreed 
to become co-sponsor, with Toni, 
of the new “Wells Fargo” series. 

This leaves General Foods with 
the problem of locating a well- 
heeled advertiser who thinks Roy 
Rogers and “Bengal Lancers” are 
a good buy, if further cutbacks are 
still desired. 

When ApbvertTistnc AcE queried 
General Foods on its efforts at tv 
retrenchment some time ago, a 
spokesman for the company said 
GF was not dissatisfied with tele- 
‘Vision. He said the food maker, 
which has been spending more on 
tv every year, might order an ex- 
pansion of tv again within a few 
months (AA, Nov. 12). 


® Other relief supplicants at CBS 
include Amana, Procter & Gam- 
ble, General Electric, Ronson, 
Bulova and Nestle. Amana, which 
objected to the fact that Camel 
cigarets got a 25% discount on the 
“Phil Silvers Show” contrasted 


New Uses 
for Self-Adhering 
Labels 


Turn to the February issue of AD- 
VERTISING REQUIREMENTS for 
this bring-you-up-to-date article 
that tells you all the ingenious ways 
that pressure-scnsitive labels are 


with its 5%, has been let out, with 
J. B. Williams Co. and P&G com- 
ing in as replacements. 

Ronson will drop its “Playhouse 
90” weekly half-hour on March 28 
when its contract ends, but so far 
only three weeks of the desired 
post-Christmas “relief” (to be pro- 
vided by Royal Typewriters) has 
turned up. P&G gets a breather on 
“Hey Jeanie” when Chesterfield 
takes over a few telecasts of the 
comedy next month. Half of the 
expense of carrying Nestle’s “Oh, 
Susannah” series is being taken 
over by Helene Curtis, which is 
coming in as co-sponsor. 

G-E wants to drop the semi- 
monthly “20th Century Fox Hour” 
before the contract expires in June. 
CBS has an advertiser standing by 
to take over this hour drama next 
month, but the new order had not 


been cleared as this story was 
written. 


® So far there is no help in sight 
for Bulova, which signed for half 
of the Jackie Gleason show for 52 
weeks last fall. Unless somebody 
comes along to take over the con- 
tract, the watch company is com- 
mitted to stay with the comedi- 
an—and presumably his summer 
replacement—until September. 

Of course, there is the possibility 
that McCann-Erickson will be able 
to interest another of its long list 
of clients in the show. No candi- 
dates have been mentioned by 
name, but sources within the agen- 
cy feel McCann will come up with 
a pinch hitter for Bulova within 
a month. 

In addition to the “relief” en- 
treaties, CBS was hit by three can- 
celations this week. P&G, which 
will take over the Phil Silvers 
vacancy, and Sheaffer dropped 
“The Brothers” as of March and 
General Mills nixed the “Giant 
Step.” “The Brothers” vacancy 
probably will be filled by a new 


Gordon MacRae program backed 
by Ford and Lever Bros. 


s At the moment, “relief” is some- 
what more of a dilemma for NBC 
than it is for Columbia. Besides 
the restive nighttime advertisers, 
two NBC daytime clients are look- 
ing for an escape hatch. 

Swift, which bought alternate 
Monday and Wednesday quarter- 
hours on the “Tennessee Ernie 
Show” for 13 weeks, would like to 
leave at the end of February. He- 
lene Curtis wants to give up part 
of its time on Ray Bolger’s Sunday 
afternoon telecast. 

Two of Sid Caesar’s sponsors— 
Quaker Oats and Bab-O—would 
like to make way for other adver- 
tisers. Lanolin Plus wants an al- 
ternate for “Break the $250,000 
Bank,” and has since the start of 
the series. Reynolds Metals is 
ready to give up half of “Circus 
Boy” at any time. 

In the cancelation department 
Speidel and Purex will drop “The 
Big Surprise,” NBC’s answer to 
the “$64,000 Question,” in March, 
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but the network expects them to 
keep the time. 


How to Be Fair 

This unprecedented flood of “re- 
lief” requests presents more than 
a sales problem for the networks. 
It is a big public relations head- 
ache as they struggle to treat all 
their customers alike. Which, of 
course, boils down to a practical 
impossibility since some shows are 
much easier to unload than others. 

Nobody could blame some other 
advertisers for wondering how 
Amana got out of a film commit- 
ment so fast when they are having 
difficulty getting an okay for a 
contract cutback. 

Quite aside from the time sales 
aspects of the situation, the net- 
works in many cases are caught 
between their desire to keep their 
advertisers happy and the neces- 
sity of meeting long term commit- 
ments to tv stars and producers 
on their payrolls. 

(Editor’s Note—At the house 
anti-trust subcommittee hearings 
in New York last summer NBC re- 


JAMES LUCE 
Associate Media Director 
J. Walter Thompson 


“Paid circulation, as measured by A.B.C., is the 
only measurement of reader interest and reader 
responsiveness. Paid circulation is self-purging and 
the man who pays his money intends to read 

the periodical. This is the principle behind 

-B.C. and it’s the sound way to buy space.” 


Important § 


DR. E. L. DECKINGER 


Vice President, Charge of Media Strategy 
Grey Advertising Agency, Inc. 

“A.B.C. reports are to the agency space 

buyer what a law library is to the attorney— 
indispensable for the efficient exercise of his pro- 
fessional function. Paid circulation ie a vital 
dimension in the measurement of publication 
acceptance. We who grew up in the era of A.B.C. 
find it hard to understand how advertising 

even managed to function without it.” 


| 


| 


being used te solve challenging 


problems. 

It’s pry of how each month's 
issue of AR keeps you posted on the 
latest developments in advertising 
production, promotion and merchan- 
dising. That's what makes ADVER- 
TISING REQUIREMENTS an almost 
indispensable service to any adman. 

If you're not acquainted, just clip 
this ad, attach $3, and mail today for 


a year’s (12 issues) trial starting | 


with the big February issue. 
. Money back any time you ask for 
t. 


Advertising Requirements 


The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


FRANK COULTER, JR. 
Associate Director, Media Relations 
Young & Rubicam, Inc., New York 


“I've always felt that a paid circulation magazine 
must be a little more responsive in its editorial 
policy to the needs of its readers ... (the reader) 
can just as easily knock off his name if he 

does not feel that the magazine is doing a con- 
scientious editorial job. Since A.B.C. audits only 
paid circulation, this becomes an important 
measure of reader response.” 


MS ee 2 
ROGER C. BUMSTEAD 
Media Director, New York 
MacManus, John & Adams, Inc. 
“BeT’s admission to the Audit Bureau of Circula- 
tions is a significant milestone in your history. 
A.B.C. membership is perhaps the most meaning- 
ful and significant yardstick of a publication's 
standing in ite field.” 


EDWARD A. FONTE 
Director of Media 
The Joseph Katz Company 

“A.B. is the accepted source of circulation 
figures and its prestige stands alone in the pub- 
lication field. An advertiser can buy an A.B.C. 
publication with more confidence because 

every subscription is a paid subscription.” 


FRANK KEMP 
Vice President and Media Director 

Compton Advertising, New York 

“I’m highly in favor of Audit Bureau of Circula- 
tions, and believe that all trade papers 

should be audited.” 
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ported it had 53 performers under 
contract for a year or more. The 
“or more” ranged from ten years 
for Sid Caesar and Perry Como 
through 20 years for Milton Berle, 
who has been getting paid without 
playing on tv a good part of the 
time lately. CBS tabulated its tal- 
ent contracts at 77 for three years 
or less, 20 for three to five years, 
four for ten to 15 years and three 
for 15 to 20 years. Ed Murrow, Ed 
Sullivan and Jackie Gleason com- 
prise the latter group.) 


® On the other hand, the fact that 
a network-owned show or star is 
involved may sometimes make it 
easier for an advertiser to drop a 
disappointing film program. This 
is particularly true if the network 
agrees that the telepix is not going 
to pan out. The networks, with an 
eye on future business, might be 
less likely to hold a reluctant back- 
er to a firm 39-week contract than 
would an independent producer, 
who has sunk his profits in the se- 
ries. 

For example, Chesterfield and 


Max Factor, which signed for 39 
weeks of “Noah’s Ark,” a film se- 
ries partly owned by NBC, will be 
permitted to drop this telepix in 
March, though they are expected 
to keep the time if a good replace- 
ment can be found. 


Why the Bail-outs? 

What is responsible for this epi- 
demic of “relief” requests? 

Sources within the industry 
mention such factors as over-buy- 
ing, rising costs and the growing 
need for flexibility in marketing. 

Add to these the trend toward 
the use of multiple shows. Here, 
the cue came from the always alert 
Procter & Gamble admen, who are 
demonstrating how an already 
sizable budget can be spread even 
further through alternate sponsor- 
ship covering twice as many 
shows. 

As a result other advertisers not 
already on an alternate-week 
schedule are deciding it may be a 
mistake to pin all their video hopes 
on a weekly show .. . they prefer 
to level out the risks ever several 


shows. And this season that word 


“risks” should be italicized. 


s Who would have expected such 
Walter 
Winchell, Herb Shriner and Buddy 
Hackett not to last out the full 
season? Se box office has been an- 
in some of 


established mames as 


other consideration 
these “relief” requests. 


As an NBC man said, “If ‘Hiram 
Holiday’ were getting a 30 rating, 
General Foods probably wouldn’t 


drop him.” 


This has been a tough competi- 
tive season for tv performers, par- 
ticularly those on new shows. The 
competition has intensified, with 
ABC making its strongest bid for 
viewers and independent stations 
setting rating “records” with old 


big-name movies. 


Nets to Give Ground? 


While the situation seems to 
point up the need for greater flex- 
ibility, nobody seems to know how 
to go about getting it in view of 
the heavy outlay required for a 
film series and the kind of commit- 


live shows. 

However, if the advertiser de- 
mand for flexibility reaches cre- 
scendo proportions, the networks 
may be expected to give some 
ground to meet it in the 1957-58 
season—provided they in turn get 
more leeway from their stable of 
talent. Perhaps some kind of “re- 
| lier” clause can be worked out for 
|long-term contracts. 

In the meantime, sponsors will 
become increasingly pen-shy of 
lengthy agreements. And perhaps 
some of the hardier ones might 
even decide to risk another kind 
of gamble by taking a chance on 
some new performer, who isn’t 
successful enough yet to demand 
one of those gilt-edged contracts. e 


Ansco Names Robert Call 

Ansco, Binghamton, N. Y., has 
appointed Robert Call marketing 
manager in the wholesale division 
of the amateur products sales de- 
partment. With the company 
since 1944, Mr. Call was formerly 
a sales representative. 


a Media Buyers Rely on 
s Audit Bureau of Circulations 


BeT is the only magazine in the 
vertical radio-tu field with 

membership in the 
Audit Bureau of Circulations 


Here’s a cross-section of media buyers—and what they say about 
the Audit Bureau of Circulations. Their remarks were stimulated 


by Broadcasting-Telecasting’s recent admission to A. B. C. 


- BeT has the largest paid circulation in its field. BeT 
distributed more paid circulation in four months than all others 
in the field combined distribute in a year. 


Subscribers use BeT because it fills a need. Ditto advertisers. 


Executive and Publication Headquarters 
BeT Building, 1735 DeSales St., N. W. 
Washington 6, D. C. 
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ments required by top talent on 


Krueger Brewing Co. 
Sold for $1,000,000 


New York, Jan. 15—An invest- 
ment syndicate headed by John 
Eisenbeiss, financier and president 
of an investment corporation of 
that name, has bought controlling 
interest of the G. Krueger Brewing 
Co., Newark, for approximately 
$1,000,000. 

The syndicate bought 167,375 
shares of Krueger common stock 
at $6.15 a share on Jan. 12 from 
Paramount Realty Co., a Krueger 
family trust, which held 65% of 
the stock. The stock closed that 
day on the American Stock Ex- 
change at 7%. The stock has 
ranged during the past year from 
a low of 5 to a high of 8%. The 
syndicate said it would buy any 
other Krueger shares at the $6.15 
price. 


s At Mr. Ejisenbeiss’ office here 
ADVERTISING AGE was told that it 
is his intention to keep the brewery 
operating, and renewed efforts will 
be made to increase sales. No 
management changes are contem- 
plated, it was said. 

The 99-year-old brewery mar- 
kets its products from Maine to 
Florida, but the bulk of its busi- 
ness is done in the New York-New 
Jersey area. As previously report- 
ed (AA, Jan. 14), Krueger’s sales 
in 1955 (latest figures available) 
were $10,883,000 (650,000 bbls. of 
beer) and its deficit was $46,000. e 


Ft. Pitt Industries Out of Red 
for First Time in Five Years 

Fort Pitt Industries, Pittsburgh, 
in the fiscal year ended Oct. 31, 
1956, reports it moved into the 
black for the first time in five 
years. Net profit for the year 
amounted to $292,749, compared 
with a net loss in fiscal °55 of 
$972,783. The annual report at- 
tributed the company’s improved 
showing to vigorous diversifica- 
tion. 

Last April it acquired the Jacob 
Siegel Co. and the Windsor Over- 
coat Co., both of Philadelphia. 
Later it acquired the J. P. Seeburg 
Corp., Chicago, producer of coin- 
operated phonographs and elec- 
tronic equipment. Fort Pitt Brew- 
ing Co., another subsidiary, is ex- 
pected to be on a profitable basis 
within another year. 


Ursula Halloran Named 

Ursula Halloran & Associates, 
New York, has been named by B 
and R Enterprises to handle pub- 
licity and public relations for 
“Ray Bolger in Washington 
Square,” which is seen alternate 
Sundays on NBC-TV. 


MEMO for 1957 


TO SELL MORE / 
of the Big if 
CONSERVATIVE PROTESTANT 
CHURCH MARKET 


- y use the 


magazine that 
gives you 
the 
GREATEST 
— COVERAGE 


“Moody Monthly 
Average monthty este 9] ’ 9 3 9 


60,000 CHURCHES 


duly, 1956) 


...»eaching 41,004 members of official church 
boards, 39,441 members of official Sunday school 
boards and 17.560 pastors —the people who 


initiate and influence purchases in Protestant 
churches 


Write Today for Sample Copy ond Rate Card 


Moody Monthly 


820 N. LaSalle Street © Chicago 10, Illinois 
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The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


No Headaches Reported By very largest space permitted. The essary in doing business with such 
These Yellow Page Services total annual billing is more than | a great number of Bell companies, 

To the Editor: We have read | one-quarter of a million dollars. |General companies, and other large 
with considerable interest the story | Orkin offices serve more than 3,000 | and small independent companies 
in your issue of Dec. 24, entitled communities in the U.S. and Cuba. | throughout the nation. 
“Nothing’s Yellow About Phone-| Twelve-months bills have been The challenge of successfully 
book Unit at Reach, Yates—Except | rendered on this account for many | handling an account of this type 
Pages It Buys.” more than five years. In handling|has also been met at Bearden- 

Our agency can readily appreci- | the account, a full staff of special- | Thompson-Frankel & Eastman, 
ate what Reach, Yates & Mattoon | ists trained in the maintenance of Scott Agency in Atlanta with an 
are talking about, but we are won- information pertaining to exact | amount of satisfaction equal to that 
dering if they realize that there are | closing and publishing dates, prep- | expressed in the Dec. 24 story. 
others in the nation who have/|aration of print orders, meticu- MERLE A. THOMPSON, 
solved problems of equal and even | lous checking, billing and contact- Executive Vice-President, 
greater proportions in the placing|ing, works exclusively in the Bearden-Thompson-Frankel & 
of yellow page directory advertis-|client’s behalf. Under executive) Eastman, Scott, Atlanta. 
ing. supervision and in cooperation 2 

Yellow page advertising for our| with the agency’s regular art and| To the Editor: I read with inter- 
client, the Orkin Exterminating Co. | creative staffs, this special phone|est your article on the telephone 
Inc., appears in excess of 900 tele-| directory department functions | division of Reach, Yates & Matoon 
phone directories from coast to| smoothly and efficiently, relieving|in the Dec. 24 issue. I, however, 
coast and ads range in size from | the client of a tremendous amount} must take issue with Mr. Black’s 
simple trade name listings to the| of correspondence and detail nec-| statement that “this annual billing 


TV STATION 
DOMINATES 


STATION “8” 
1. | What's My Line? 51.5 
2. | | Love Lucy 49.3 
3. | Ed Sullivan Show 47.2 
4. NCAA-N. D. Football 44.5 
5. | I've Got A Secret 44.3 
6. | Red Skelton Show 41.2 
7. | Climax 39.5 
8. | $64,000 Question 39.4 
9. | Jack Benny 37.7 
10. | Your Hit Parade 36.5 
11. | Perry Como Show 36.1 
12. | The Millionaire 35.5 
13. | Playhouse 90 35.1 
14. | Lassie 34.5 
15. | The Line-Up 34.5 
16. | Jackie Gleason Show 34.4 
17. | December Bride 34.3 
18. | Robin Hood 34.0 
19. | Alfred Hitchcock Presents 33.3 
20. | Gunsmoke 33.0 
21. | Chevy Show—Bob Hope 32.9 
22. | U. S. Steel Hour 32.8 
23. | People Are Funny 31.5 
24. | Loretta Young Show 31.5 
25. | $64,000 Challenge 31.3 


41 OF THE 50 TOP-RATED SHOWS ARE 
CARRIED BY WSBT-TV! 


There's no doubt about it—WSBT-TV dominates the South 
Bend television picture. One audience study after another 
proves this. You just don't cover South Bend unless you use 
WSBT-TV! Write for detailed market data. 

PAUL H. RAYMER CO., INC.. NATIONAL REPRESENTATIVES 


sv 


SOUTH 
BEND, 


IND. 
CHANNEL 
34 


procedure represented the first 
time an advertising agency had 
succeeded in establishing a uni- 
form billing and insertion system.” 

Our company has been special- 
izing in handling all types of space 
in classified telephone directories 
for national advertisers since No- 
vember, 1947. We were the first 
advertising agency to specialize in 
this field and today are serving 
over 100 clients. We are also plac- 
ing over $2,500,000 annually in 
the yellow pages of directories 
throughout the U.S., Canada, Alas- 
ka, Hawaii and Puerto Rico. 

At the present time we are 
maintaining publication and rate 
schedules in over 4,000 classified 
telephone directories. In order to 
service our clients we maintain in 
addition to headquarters in Roch- 
ester, N.Y., branch offices in 
Chicago and Los Angeles and are 
opening our third branch in Atlan- 
ta on Feb. 1. The agency is staffed 
by 28 persons thoroughly trained 
in the field of telephone directory 
advertising. 

Among the agency’s clients are 
General Electric Co., Westinghouse 
Electric Corp., National Cash Reg- 
ister Co., Household Finance Corp., 
Norge Division of Borg Warner, 
Motorola Inc., Congoleum-Nairn 
Inc. and Colorado Fuel & Iron 
Corp. 

The monthly nightmare which 
Mr. Black refers to was cured by 
this agency 10 years ago, five years 
before Mr. Black started his tele- 
phone directory division. 

R. A. NELLSON, 

President, Nellson Inc., Roch- 

ester, N.Y. 

e + * 


Profiles of 100 Leaders 
Get Admen’s Praise 

To the Editor: Indeed AA has 
presented an exciting new service 
to readers in its presentation of 
the marketing profiles of 100 ad 
leaders (AA, Dec. 24). My con- 
gratulations to the man responsi- 
ble for the idea and to the pub- 
lisher who had the vision to use so 
many lines to render a genuine 
service. 

ADVERTISING AGE has_ gained 
even additional stature in my 
eyes and my guess is that what I 
am saying will be repeated to you 
again and again. 

LAWRENCE VALENSTEIN, 

Chairman, Grey Advertising 

Agency, New York. 


* 

To the Editor: I have just read 
with enormous interest several of 
the profiles of the hundred largest 
national advertisers in the Dec. 
24 issue of ADVERTISING AGE. 

The ones I read were those of 
ten of our own clients. 

And I can tell you that your 
figures are the most accurate that 
anyone has ever compiled. 

I can only assume that those 
for the 90 advertisers who are not 
our clients are just as good as the 
ones I know about. 

You have really done a magnifi- 
cent job. 

Altogether too often when I 
know something about a story in 
the weekly press it is wrong, so 
that I have to suppose the ones I 
don’t know about may be wrong 
too. This is a great exception. 

FarrFax M. Cone, 


President, Foote, Cone & 
Belding, Chicago. 
e 


To the Editor: All journalistic 
achievements are not confined to 
newspapers! 

Your Dec. 24 issue of ADVERTIS- 
ING AGE 
about—and there has been plenty 


|of discussion of how thoroughly 


you covered the Crowell-Collier 
story, as well as your real con- 
tribution to usable advertising in- 
formation by publishing “profiles” 
of the 100 largest national adver- 
tisers. 

It is all the more noteworthy 
because the date line is Dec. 24, 
a day when many publishers de- 


was something to talk | 
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torial thought than usual. 

Thanks again for delivering real 
advertising news and meaty edi- 
torial content in ADVERTISING AGE. 

Forbes McKay, 

Owner, Keegan Advertising 

Agency, Birmingham, Ala. 

To the Editor: Your staff should 
be congratulated on the remark- 
ably great job they did in profil- 
ing the 100 top advertisers. 

A service of this type is obvi- 
ously invaluable. 

I hope that it will some day be 
possible to profile the first 500 
advertisers. This could be spread 
over a year’s time, perhaps 100 
every three months with the cycle 
repeating every 15 or 18 months. 

Frep W. McDarrau, 

H. D. Rose & Co., New York. 

Hold on! We’re hoping to do 
100 once a year, but give us a 
chance to catch a bit of breath! 

= - > 


Mailing Mixup Is Mystery 
to American Foundation 

To the Editor: A friend of mine 
just read to me your editorial in 
the Dec. 31 issue called “The Won- 
ders of Charity.” 

In return, you are making me 
wonder. You stated that you re- 
ceived four letters at your home 
in one day. We have not mailed 
four lists or four tests in one day 
in quite some time. This leads us 
to wonder whether your name is 
repeated in some commercial rent- 
al list that we used or if our let- 
tershop made an addressing mis- 
take. If you have the return 
envelopes on hand that you re- 
ceived, we can ascertain what hap- 
pened. 

Thanks for your help. You can 
say what you want about our 
mailing mistakes but we must keep 
good company if our friends read 
ADVERTISING AG—E—don’t you agree? 

Emity J. KLINKHART, 

Director of Development, 

American Foundation for the 

Blind Inc., New York. 

Miss Klinkhart has also sup- 
plied a “Contributors’ Report— 
July 1954-June 1955” for her or- 
ganization which says, in part: 

“AFB was fortunate enough to 
obtain $1,268,770 in all categories 
of gifts last year. Our ‘collection 
cost’ was 17.3%. Only the mails 
were used; no promoters were em- 
ployed.” 

This sounds, and is, reasonable. 
It should be pointed out, however, 
that the $219,024 “expenses appli- 
cable” to income applied to $515,- 
397 of legacies, special gifts, etc., 
and to only $753,373 of contribu- 
tions. If the total “collection cost” 
(or most of it, as is likely) is ap- 
plied to contributions, with legacies 
and special gifts eliminated, the 
“collection cost” rises to 29.1%. 


co a e 
‘Aviation Week’ Oldest 
and Biggest, AA Told 

To the Editor: In “Last Minute 
News Flashes,” Pg. 37 of your Dec. 
31 issue, your head over the Aero 
Digest story reads, “ ‘Aero Digest,’ 
Oldest U.S. Aviation Book, Folds” 
and the story carries the line 
“The technical monthly was 
founded in 1922.” 

Any issue of SRDS will tell you 
that Aviation Week was founded 
in 1916. 

This biggest aviation book of all 
time is also the oldest U.S. avia- 
tion book and has been continu- 
ously published since 1916. The 
latest issue of Aviation Week, 
Dec. 31, 1956, carries the identifi- 
cation Vol. 65, No. 27. Aviation 
Week was 40 years old in May of 
this year (1956) but carries an 
odd Vol. identification because it 
was converted from a weekly to a 
monthly in 1930 and then back to 
a weekly again in 1947. 

From 1916 to 1947 the publica- 
tion was named simply Aviation. 
In 1947 the weekly Aviation News 


was combined with the (then) 


jmonthly Aviation under the new 


name Aviation Week and under 


liver thin issues, with less edi-the old weekly frequency which 
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had been followed from 
through 1930. 

CHARLES F. McREYNOLDs, 

Aviation Week, Los Angeles. 


‘Slide Rule in One Hand, 
Bible in the Other’ 

To the Editor: It appears from 
your story on R. G. LeTourneau 
and his reaction to the “beer 
and bathing beauties” promotion 
of LeTourneau-Westinghouse Co. 
(AA, Dec. 24), that misinforma- 
tion or a lack of information 
breeds more misinformation. 

Subject of your article was cer- 
tainly legitimate enough—report- 
ing repercussions of a publicity 
stunt to people in our profession. 
However, one of these repercus- 
sions which you did not mention is 
the one that actually caused Mr. 
LeTourneau to write his open 
letter. He first became aware of 
the promotion stunt when he re- 
ceived letters from friends over 
the country, expressing disappoint- 
ment that he would permit his 
name to be used in connection 
with the “beer” promotion. Thus 
his reaction stemmed from a re- 
sponsibility to maintain his good 
name among Christians. 

Now, as a result of your article, 
more mail has reached us—this 
time expressing surprise that Mr. 
LeTourneau has become what 
your reporter terms “a prominent 
Roman Catholic layman.” Mr. Le- 
Tourneau is not a Roman Catholic, 
and inasmuch as Mr. LeTourneau 
first wrote his open letter to set 
the record straight, I should ap- 
preciate your cooperation now in 
correcting the impression created 
by your reporter’s error, by tell- 
ing your readers a little about Mr. 
LeTourneau. 

For the record, his formal church 
affiliation is with the Christian 
and Missionary Alliance. He and 
his family are members of the local 
Pinewood Church in Longview. 
However, he is_ internationally 
known as “God’s business man— 
who built a career with an en- 
gineer’s slide rule in one hand and 
a Bible in the other.” 

The religious aspect of this nick- 
name resulted from the many mil- 
lions of dollars which he, through 
the LeTourneau Foundation, has 
contributed to furthering the 
Christian faith in this country and 
abroad. Through the Foundation, 
which he endowed in 1935, he con- 
tributed more than 90% of his 
worldly goods, which included 
more than half of his company’s 
outstanding stock. “Not how much 
of my money do I give to God— 
but how much of God’s money do I 
keep for myself,” is his personal 
financial credo. 

The LeTourneau Foundation, of 
which he is president, has spon- 
sored many projects in carrying 
out its program of Christian testi- 
mony. Well known among these 
are the LeTourneau Technical In- 
stitute of Texas, at Longview; the 
Lake Louise Christian Conference 
Grounds at Toccoa, Ga.; and in- 
dustrial missionary projects in 
Liberia and Peru. The latter two 
projects, consisting of 500,000 
acres and a million acres respec- 
tively, are being developed by in- 
dustrial missionaries whose duties 
include not only the teaching of 
natives to handle modern equip- 
ment, but also spreading the Gos- 
pel of Christ. 

In addition to financial endow- 
ment of the Lord’s work, Mr. Le- 
Tourneau spends virtually every 
weekend serving as a lay preacher, 
flying more than 100,000 miles a 
year to address Christian groups 
of every denomination. 

Personally he says, “My plat- 
form has three planks: Speed, the 
welding torch, and the Bible... 
and there are two things I like 
most to do. One is to design ma- 
chines, turn on the power and see 
them work. The other is to help 
turn on the power of the Gospel 
and see it work in people’s lives.” 


1916 


Since this matter concerns the 
personal reputation of R. G. Le- 
Tourneau, I would appreciate 
whatever help you can give in 
clarifying his reasons for keeping 
his name off questionable promo- 
tions. 

Louis A. Fiora, 

Director of Public Relations, 

R. G. LeTourneau Inc., Long- 

view, Tex. 

AA is happy to print this am- 
plification. The original error ap~ 
peared in only a portion of the 
Dec. 24 issue, having been caught 
and corrected on the press. 


Cites Positive Achievements 
of Italian Advertising 
To the Editor: Since you pub- 
lished in your issue of 10 July last 
an article by Mr. Moskowitz based 
on a meeting with me, a number 
of people have pointed out to me 
the unfairness of its conclusions. 
Our talk lasted throughout lunch 
and ranged over many subjects. 
Naturally it included reference to 
some Italian advertising practices 


of which, in company with many 
of my colleagues and friends, I 
disapprove. 

But I also talked of the positive 
achievements of the advertising 
business in Italy and because the 
balance of his article in no way 
reflects the whole of our conversa- 
tion, Mr. Moskowitz presents a 
picture which is embarrassingly 
one-sided and, in parts, inaccurate. 

May I therefore ask your cour- 
tesy in publishing this letter to 
make it clear that the picture 
drawn is by no means the whole 
picture? I ask this in order to cor- 
rect an impression which is unfair 
to my Italian colleagues, to the 
advertising business as a whole, 
and to myself. 

Ray THOMPSON, 

Managing Director, C.P.V. 

Italiana, Milan. 


Thesis Figures Were Basis 
of Dailies’ Rate Survey 

To the Editor: 
reading your Dec. 10 issue and was 
interested to see the article on Page 


I just finished | 


100 entitled, “West Coast Dailies’ 
National Rates Average 89% 
Above Local: Survey.” I was even 
more interested to learn that this 
study was made by Prof. Louis 
C. Wagner, professor of marketing, 
University of Washington. 

At the expense of detracting 
from Professor Wagner I think it 
only fair to let you know that the 
entire study including the gather- 
ing of rates, computation of all ta- 
bles, and writing of the original 
52-page report was made by my- 
self. The project was carried out 
during the first three months of 
1956 as part of my work toward a 
masters’ degree at the University 
of Washington. Professor Wagner 
was chairman of my graduate com- 
mittee, but did not write any part 
of the report. 

The article which appeared in 
“Pacific Northwest Business” was 
a condensation of my thesis by 
Professor Wagner and carried 
acknowledgements to both myself 
and to the Seattle Times which 
provided valuable counsel during 
the project. May I suggest that 
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when you reprint an article that 

you reprint the entire article—in- 

cluding acknowledgements. 
Rosert W. Pirzer, 

Market Analyst, Simpson Log- 

ging Co., Shelton, Wash. 

* ” o 
Joins AA’s Congratulators 

To the Editor: I’d like to join 
the chorus of congratulators, too. 

As many readers of AA know, it 
is absolutely impossible to write, 
type-set and print a story after 
dinnertime Friday and still get the 
book in the mail for delivery in 
New York on Monday. You admit 
that you don’t know how you did 
it, and I could hardly believe my 
eyes on Dec. 17 when I found a 
Page 1 and complete story on 
Crowell-Collier in that issue. 

Of course, the New York office 
has amazed me before with their 
journalistic feats, but this tops all. 
I’m glad you lauded them and the 
Chicago stalwarts publicly. They 
deserved it. 

MAXWELL Fox, 

The Advertising Council, New 

York. 


Sherwin-Williams... 


O- 


is the world’s largest producer of paints and varnishes, 


accounts for 19% of US output.* But its size alone is not 

an index of its service to the American home and industry. 
Size by itself frequently is not a significant index of true 

value. Consider, as an example, SuccessFUL FARMING, 

This magazine has only 1,300,000 circulation, but by itself 


reaches 42%, of all farms earning $10,000 or more. 

SuccessruL FAarminG farmers earn more because they 
produce more—53%, of all corn harvested for grain, and 
sell more than 57% of the hogs, 38°, of the cattle and calves, 
44% of the dairy products. In 1955 they averaged more 
than $10,000 cash income from farming alone, and are 
five figure prospects for quality merchandise. 

In the aggregate, the SF farm audience represents a bloc 
of buying power worth $11 billion, equivalent to another 
national suburbia. With constantly rising living standards, 
SuccessFuL Farmine farmers and their families are the best 
class market in the US today. 

SuccessFUL FARMING offers a value not shown on the rate 
card—the confidence and respect of its readers, based on 
more than fifty years of service, helping its audience live 


better and make more money. 
To get most sales from the US market for all quality 

products, and to balance national schedules, every national 

advertiser needs SuccessFUL FARMING. Ask the nearest 

SF office for all the facts. 


*Source: The Value Line, Nov. 26, 1956 


MEerepITH PusLisHiInc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles. 
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.CLIP THE CLIPPER’ 


Like many other BIG NAME firms, you, too, 
con clip monthly Clipper art for striking, origi- 
nal layouts that con be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI-AD SERVICES, INC. 


Box 806M Peoria, Illinois 


Storing Joins Gevaert as A.M. 

Donald D. Storing has joined 
Gevaert Co. of America, New York, 
photographic importer, as adver- 
tising and sales promotion man- 
ager. Mr. Storing was formerly 
with the Ansco division of General 
Aniline and Film Corp. 


How to Get Things Done Faster and Better 


GRAPHIC SYSTEMS, 55 West 42nd ST., New York 36 


The BOARDMASTER Visual 
Control gives you Graphic Picture 
of your operations at a glance. 
You see in seconds how to save 
time and money. 

Over 100,000 organizations are 
using this simple, flexible tool to 
get things done. Ideal for sales, 
inventory, production, traffic, etc. 
Type or write on cards; snaps in 
grooves. Made of metal. 


Full price $49.50 with cards 
24-page Illustrated 
FREE 


BOOKLET No. V-100 
Write or Call Wisconsin 71-8444 


Without Obligation 


Department Store Sales... 


WASHINGION, Jan. 17—Depart- 
ment store sales in the U.S. in the 
week ending Jan. 12 were 3% 
ahead of sales in the similar week 
of 1956, the Federal Reserve Board 
reported today. 

For the four weeks, sales were 
12% ahead and for the year to 
date, 4% ahead. 


s Of the 12 FRB districts, four re- 
ported losses for the week: Boston, 
3%; Chicago, 2%; St. Louis, 3%, 
and Kansas City, 4%. Dallas re- 
ported no change. The remaining 
districts showed gains over the 
previous year. They are New York, 
10%; Philadelphia, 3%; Cleveland, 
2%; Richmond, 14%; Atlanta, 3%; 
Minneapolis, 1%, and San Francis- 
co, 2%. 

A breakdown of sales in these 
districts by cities will not be avail- 
able until next week. For the prior 
two weeks, sales were as follows: 


Federal Reserve 
District, Area, and City 
UNITED STATES 
Bosten District 
Metropolitan Areas 
pr + 


Downtown Boston 
Suburban Boston 
Cambridge 


Springfield 
Providence ...... 
New York Distric 
Metropolitan Areas 
Buffalo 


Philadelphia District 
Metropolitan Areas 
Wilmington 
Trenton 


Lancaster 


3% Gain Recorded in Week of Jan. 12 


% Change from ‘56 


Week Ending 
Jan. 


Se 
TOLEDO is the key 7 to the sea 


Ninth largest port in the U.S., Toledo is the center of a billion- 
dollar market now —and will grow as the St. Lawrence Seaway 
grows. Start now to cultivate this great market. 


the Blade and Times are the key 
BILLION DOLLAR 


In Ohio you need the $1,222,296,000 
Toledo market. It is third among all Ohio 
markets in automotive, food, drug store, 
home furnishings, liquor and total retail 


REPRESENTED 


8 MOLONEY 


the 


yy, 
TOLEDO MARKET 


sales. To open the door to this great and grow- 
ing market on the St. Lawrence Seaway, 
you must use the proper key—the Toledo 
newspapers. There are no duplicate keys. 
Ask us for THE BIG PLUS—i.e., marketing 


assistance as only newspapers can give it. 


TOLEDO BLADE Daily omd, Suaudoy. TOLEDO TIMES Mowing 


REGAN & $ CH 


MITT, (ue ¢€. 


Advertising Age, January 21, 1957 


Department Store 
Sales Barometer 


Change from 1956 


Week Ended | 
Jan. 12, 1957 | 


Dec. 29, ’56 to 
Jan. 12, 1957 


Philadelphia 
Reading 

Scranton 
Wilkes-Barre—Hazleton .. 
Cleveland District 
Metropolitan Areas 
Akron 

Cincinnati 
Cleveland 
Columbus 
Springfield 


b+++ 


Bewacae eonownw 


Wheeling-Steubenville ..... 
Richmond District 
Metropolitan Areas 

Washington ........ 7» 

Downtown Washington » 

Baltimore 

Downtown Baltimore .... 

TING cccsecscenccerccssesessessene 
Atlanta District .................. 
Metropolitan Areas 

Birmingham 

Jacksonville .... 


++ +Liti (+1411 


= 
wavcwa enwe 


+ + +11 


pa 
Chicage District 
Metropolitan Areas 
Chicago 
Indianapolis 
Detroit 
Milwaukee 
St. Louis District 
Metropolitan Areas 
Little Rock aie 
Louisville ..... 
St. Louis .. 
Memphis 
Minneapolis District 
Metropolitan Areas 
Mpls.-St. Paul 
Mpls. and Suburbs 


“-oroeo ~owoueqa 


cower 


Cities 
Duluth-Superior 
Kansas City District 
Metropolitan Areas 


Albuquerque 
Oklahoma City 


Kansas City . 


Dallas District 
Metropolitan Areas 


San ANtONIO .....cccccecccoee 
San Francisco District ......... 
Metropolitan Areas 
Los Angeles-Long Beach 
Downtown Los Angeles 
Westside Los Angeles .... 
Sacramento _ 
San Diego _ 
San Francisco-Oakland ..... 
San Francisco City 
Oakland City 
Portland .......... 
Salt Lake City . 
Seattle  .....ccccerecevees 
Spokane .. 
Tacoma ...... 
r—Revised. ** ate not available. 
* This year there was one shopping day 
before Christmas, while last year there 
was none. 


‘View,’ British Export Book, 
Offers Stereoscopic Ads 

View, a British export magazine 
directed to department store buyers 
in the U.S. and Canada, will be 
launched in February by View 
Publications Ltd., London. A quar- 
terly, View is aiming at a 15,000 
circulation. It will feature quality 
merchandise exports. 

View is offering advertisers color 
stereoscopic ads, to be carried in 
View-Master discs attached to 
pages in the magazine. The pub- 
lisher says viewers and projectors 
will be available in department 
stores where View will circulate. 
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PERSONIFICATIONS—To supply market information to ad representa- 
tives attending the Chicago Tribune’s advertising department con- 
vention, these three characters dressed up like flip-charts. 


Cohen Joins Ashley-Steiner |More Creativity Is 
Harold D. Cohen has resigned as Needed to Sell Ads, 


director of business affairs at 
American Broadcasting Co., to ‘Trib’ Salesmen Told 
join Ashley-Steiner, New York, 
talent representative, effective Cuicaco, Jan. 17—The need for 
Jan. 21. more creativity in advertising sales 
efforts during 1957 was stressed by 
manufacturing, retailing and ad- 
vertising executives who attended 
a two-week Chicago Tribune ad- 
vertising convention that closed 
| here today. 

Most of the experts agreed that 
this creative effort should take the 
form of the following: 


¥ |e More creative thought about the 
s |advertiser and his problems, as 
| well as about additional selling op- 
| portunities. 


e Development of a personal phi- 
losophy about advertising, the mar- 
ket and the place the salesman fits 
into the picture. 


e Resourcefulness—the advertis- 
ing representative should make 
himself the most important part 
of every job. 


e Organization of time, plans and 
sales approaches. 

Newspaper ad representatives 
must also persuade their customers 
to pay more heed to factors of tim- 
ing, strategy and efficiency in ad- 
vertising, said Charles Hakimian, 
president of the new Norge Chica- 
go Corp. 

To realize maximum returns 
from his ad investments, Mr. Ha- 
kimiam said, the business man 
must have a product with strong 
consumer appeal, retail outlets 
that can fulfill the demand which 
good advertising creates and an 


- ™ | awareness of seasonal fluctuations 
= and proper timing to make the 
j4| strongest appeal to the consumer. 

| ® Jack Utz, vp of Marshall Field & 


Co., told the group that Field’s set 
MAOLA MILK & ICE CREAM CO., 


a new store record last year by in- 
vesting more than $2,600,000 in 
advertising in the Tribune. This is 

North Carolina, sponsor of Cisco 
in Wilmington for third year and 
in Greenville for one year, en- 


believed to be the largest ad ex- 
penditure any retailer has ever 
thusiastically states through Wal- 
ter J. Klein, Inc.: 


invested in a single newspaper in 
a 12-month period. 

Field’s has used the Tribune to 
build the store’s personality for 
100 years, Mr. Utz said. Field’s first 
ad appeared on the newspaper’s 
front page in 1857, he added. 

The annual advertising conven- 
tions are one of the ways in which 
the Tribune manages to keep its 
arteries from hardening, W. C. 
Kurz, advertising manager, told 
the group. 

He pointed out that the conven- 
tions are designed to keep sales- 
men alert to the new opportunities 
that constantly changing patterns 
of advertising and marketing offer 
to him and his customers. The 
newspaper’s advertising salesmen 
make more than 1,000,000 personal 
or telephone calls yearly, he add- 
ed. . 


“Sales have jumped in 
both markets as result 
of the TV series and 
Cisco’s ‘Ranchers Club’ 
activities. Each Rancher 
(boy or girl) signs a 
pledge to drink 3 glasses 
of milk a day.” 


Ask to see more success stories of 


THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


Climatrol Boosts Sutherland 

| William S. Sutherland has been 
|appointed advertising manager of 
the Mueller Climatrol division of 
Worthington Corp., Milwaukee. 
| Prior to joining Mueller Climatrol 
as assistant ad manager in Febru- 
ary, 1956, he was with the adver- 


| tising department of the Cen- 
tralab division of Globe-Union. 


Don’t miss the big parade 


in Chicago 


The “Windy City” of Chicago has plenty to blow 
about these days. Better take another look — 
you might be missing something. 

Population’s up 35% since 1946 . . . up to a robust 
figure of more than six million, in fact. Buying 
power has increased 222%, against a U, S. rise of 
88%. And retail sales are breezing along with a 
95% increase since World War II. 


Bustling business capital of the mid-continent, 
Chicago is famous for its Union Stock Yards. And 
for its diversification of industry. The Chicago 
area makes everything from candy bars to Pull- 
man cars, and leads the nation in production of 
steel, diesel locomotives, electronics equipment 
and plastics. 

And there’s more in the wind for Chicago too. The 
city has completed a multi-million dollar project 
to solve the urgent parking problem in downtown 
Chicago. The $400 million Fort Dearborn Plan 
will replace slum areas with government office 
buildings and housing and cultural units. And 
Chicago’s skyline is changing too—led by the 
41-story Prudential Building, the city’s tallest 
building and the new $15 million Sun-Times plant. 
If you want your share of the big boom in Chicago, 
PARADE and the Chicago Sun-Times will give it to 
you. Each Sunday they call on a third of all the 
homes in town. Each Monday they begin to move 
goods off dealers’ shelves all across town. 


PARADE . . . The Sunday Magazine section of 55 
fine newspapers covering some 2600 markets . . . 
with more than 15 million readers every week. 


How big is} LLE)'1: 


Outer Drive of Chicago, one of the best- 
known thoroughfares of America. The 
city’s famous skyline forms the background. 


in Chicago? 


(Per cent of families reached: ) 


LIFE........ 9.5% 
PARADE. ... 34.0% 


City Zone 
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‘American’ Names Sacks 
Jack E. Sacks, formerly a mem- 
ber of the retail advertising de- 


partment, has been appointed 
classified advertising manager of 
the Chicago American. He succeeds 
Karl Nations, who is negotiating a 
new assignment with the Hearst 
Corp., former owner of the Ameri- 
can. 


“You get better local or national 
press clipping service by using a 
bureau with just one office—where 
there is no delay instructing those 
who do the clipping.” 


y Est. 1888 
PRESS CLIPPING 
Telephone BUREAU 


165 Church Street, New York 7, N. Y 


Along the Media Path 


The Hartford Times marked its 
140th birthday on Jan. 1. A nos- 
talgic feature story noted the after- 
noon daily, now part of the Gan- 
nett Group, started as a weekly 
owned by a Hartford printer, Fred- 
erick Dunton, and a Poquonock, 
Conn., lawyer, John Milton Niles. 


e William Schleicher, editorial di- 
rector and vp of Hitchcock Pub- 
lishing Co., Wheaton, IIL, recently 
returned from an extensive indus- 
trial tour of Germany. Mr. 
Schleicher visited Hamburg, Han- 
over, Frankfurt and Dusseldorf 
and many leading metalworking 
plants to obtain firsthand observa- 
tions of German production meth- 
ods. 


e A $4,000 ivory and whalebone 
| ship model of HMS London was of- 


fered as a door prize by Popular 
Boating at the 47th National Motor 
Boat Show in New York. The mod- 
el was carved by French war 
prisoners in the Dartmoor prison 
during the Napoleonic wars. 


e The February issue of Package 
Store Management will feature a 
comprehensive report of the effects 
on liquor stores of the “one-stop” 
shopping centers. The report will 
include a complete evaluation of 
the advantages and disadvantages 
of the beverage industry concern- 
ing the location of retail outlets 
in the 1,200 shopping centers now 
serving more than 70,000,000 per- 
sons annually. 


e Effective Jan. 9, the Miami News 
changed its weekly food section 
from Thursday to Wednesday. This 


— 
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are spent in 


combined. 


ACB'S 
Retail Store 


advertiser. 


tising. Tells you 


Newspaper. 


of same. 


they appear. 


size, copy, etc. 


More than twice as many dollars 
Magazine, Radio and TV advertising 


You cannot begin to estimate the adver- 
tising force that supports—or opposes 
your brand—unless you first know what's 
being advertised in newspapers. 


curate checkup of dealer tie-in advertising cover- 
ing your own and/or competitive accounts. 


Tear Sheet Service. Provides tear sheets contain- 
ing advertising of any specified dealer or national 


Co-op Advertising Audit Service. Checks, 
measures, verifies claims for allowances. 


Serap Book Service. Specify what newspaper ad- 
vertising you want and ACB does the entire job. 


Lineage and Cost Reports on National Adver- 
— are advertising. Linage and Cost of Space- 
y 


Schedule Listings. Tells what national newspaper 
advertising competitors are running with details 


Unduplicated Ad Service. Keeps you posted on 


new sales, ideas, 


Outstanding Advertisements. Gives you adver- 


tisements exceptional as to layout, illustration, 


newspaper ads than in 


These daily newspapers circulate in 
1,393 isolated markets. It’s a hard job to 
get every issue of every newspaper. It 


requires specialized experience to find the 


14 NEWSPAPER 
Reports. Provide ac- 


ads you want to see. 

You specify what ads you want to see. 
Name the territory to be covered. ACB 
does the rest. 


RESEARCH SERVICES 


Mat Anelysis Service. Save money on your mat 
preparation. Know what your dealers want! You 
get a detailed report plus tear sheets of all mats 
used by dealers. 


Paste-Ups For Salesmen. You specify towns to 


how much and where your com- 


products. 


premiums, copy themes, etc. as 


be covered, We paste up in accordion fold display 
every ad you and your competition has run. 


Brand Mentions. Tells when other advertisers 
mention your product in their ads. Example: 
". .. at the Restwell Hotel, you sleep on Simmons 
springs and mattresses.” 


Advertised Price Reports. Gives prices at which 
dealers are offering your own or competitive 


Magazine Checking Service. Clippings of speci- 
fied advertising from all important weekly and 
monthly consumer magazines. 


Position Report Service. Used by many space 
departments in evaluating position of the adver- 


tising they place. 


ACB READS 


For further information, see ACB's free catalog, or contact service office nearest you. 


AG, 


The Advertising Checking Bureau, Inc. 
New York (16) 79 Medison Ave. + Chicage (3) 18 S. Michigon Ave. + Columbes (15) 
20 South Third St...» Memphis (3) 161 Jeflerson Ave. * Sem Francisco (5) 51 First St. 


EVERY ADVERTISEMENT IN EVERY DAILY NEWSPAPER 


move was made at the request of 
the retail grocers because of “a 
serious customer service problem 
and an uneven distribution of bus- 
iness that causes a wide lag be- 
tween sales made the first four 
days of the week as compared to 
the last two days.” 


e The Las Vegas Review-Journal 
now offers full color in all editions 
with the installation of four new 
Hoe Color-Convertible press units. 


e To establish identification at the 
retail level of special home furnish- 
ings features seen in Seventeen, the 
publication will institute a “Taste- 
Setter” insignia. The insignia will 
identify special ““Taste-Setter” fea- 
tures in the magazine and serve as 
an aid to retail stores in promot- 
ing these features at the local level. 


e Department of New Laurels: 
The number of advertise *s using 
NBC Television in 1956 reached a 
new peak of 251. 

RKO Teleradio Pictures Inc. re- 
ports its six owned-and-operated 
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Good mornings begin with The INQUIRER 


GOOD MORNINGS—This 24-sheet poster is the first in a 12-month 
series being run by the Philadelphia Inquirer. Doremus-Eshleman 
Co., Philadelphia, is the agency. 


television stations and seven radio 
stations recorded gross time sales 
of $5,600,000 above those of the last 
fiscal year. 

Circulation for the Jan. 5 issue 
of TV Guide topped 5,000,000 for 
the first time. Estimated total sales 
of 5,065,000 were registered for the 
issue as 36 of 44 regional editions 
set new circulation marks. 

November sales for KRUX, 
Phoenix, were 31% above the pre- 
vious month. 

The New York Times in 1956 set 
a new high for advertising with a 
total of 54,060,574 lines. 


Mrs. Jackman Named PR Head 

The Painting & Decorating Con- 
tractors of America, Chicago, has 
appointed Mrs. June N. Jackman 
public relations director. Mrs. 
Jackman, formerly an industrial 
public relations consultant and 
before that pr officer of Dave 
Chapman Industrial Design, also 
has charge of advertising and is 
editor of Spotlights, the trade as- 
sociation’s monthly publication. 


Women 


Wien women having the /ast word in the purchase 
of so many products these days (and with women 
in possession of 85% of the nation’s wealth), we 
are inclined to let them have the first word. In 
our advertising agency, women have an eloquent 
spokesman in the person of what we call our 
Women’s Point of View Committee, composed of 
the key women on our staff, and directed by 
Julia Morse. Nor is this first word necessarily the 
last, for in addition to helping create advertising 
which speaks the woman’s language, this group 
suggests displays and package designs with an 
instinctive feminine appeal. The Women’s Point of 
View is proving its effectiveness in such divergent 
fields as Waring Blendors and Facit Business Ma- 
chines; as Holland Bulbs and the Dobeckmun 
Company’s Lurex; as Carbide’s Dynel and White 
Rose Tea. To learn how to use the Women’s Point 
of View where it can help you win a woman’s favor 
for your product, call Julia Morse at Anderson & 
Cairns. The number is MUrray Hill 8-5800. 


130 East 59th Street 


ANDERSON & CAIRNS, INC. 
ADVERTISING 


+ New York 22, N.Y. 
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Builders Say They 
Get Best Ideas from 
Trade Paper Ads 


WasHINGTON, Jan. 15—Leaders 
the building industry have re- 
ported that they get some of their 
best ideas from the trade publica- 
tions—particularly the ads. 

Several builders participating in 
a two-day seminar at the National 
Housing Center here to discuss 
merchandising methods in the 
building industry said they take 
their trade magazines home at 
night “to read them when we are 
relaxed.” 

One builder emphasized, “I am 
especially interested in studying 
the ads.” 

Editorial content of some build- 
ing trade papers came in for criti- 
cism. One builder said writers ap- 
parently have formed their con- 
clusions before they start gather- 
ing facts. Another said he thinks 40 
to 50% of the stories are exagger- 
ated “to make them sound good.” 


s One member of the group was 
particularly unflattering about di- 
rect mail. He claimed most builders 
just toss it into the wastebasket 

Discussion between builders and 
manufacturers’ representatives was 
occasionally so frank that sponsors 
of the meeting urged newsmen to 
be restrained in quoting individuals 
who participated in some of the 
discussions. 

Some builders claimed manufac- 
turers could do a lot more to help 
sell homes if they would provide 
more brochure materials and sales 
help for use with model homes. But 
a representative of one of the ma- 
jor suppliers countered by saying 
he can’t figure out what builders 
are doing with the millions of bro- 
chures his company is distributing 
now. 

Another builder said he thought 
manufacturers should spend less 
for institutional advertising and 
brochures, and pay more attention 
to lining up representatives who 
understand their product and know 
what the manufacturer plans in the 
way of chances. 


® During a discussion of the best 
time for manufacturers to sell the 
big speculative builders, one build- 
er said he thought the ideal mo- 
ment was just before plans were 
sent to the architect. Another 
builder felt materials should be 
“sold” at the time the land is 
bought because the builder soon 
begins laying out lots, and forming 
his idea of the kind of home he will 
build. 

Some builders complained that 
they get too few visits from repre- 
sentatives of the manufacturers. In 
reply, a major manufacturer com- 
plained that builders are very ex- 
pensive to see: “If we catch him in 
the office he is usually just drop- 
ping in to pick up some blueprints. 
If we catch him on the job, he is 
too pressed for time.” 


Monsanto Boosts Cech, Mack 

Monsanto Chemical Co., St. Lou- 
is, has appointed George F. Cech 
advertising manager of its con- 
sumer products. division and 
George O. Mack sales promotion 
manager of the division. Mr. Cech 
has held advertising and sales 
posts with Monsanto since 1952. 
With the company since 1952, Mr. 
Mack formerly was advertising 
production manager for the divi- 
sion. R. Allan Gardner, formerly 
divisional advertising manager, 
has resigned to join Young & Ru- 
bicam, New York. 


Goold & Tierney Adds One 
New Jersey Power & Light Co., 
Denville, has appointed Goold & 
Tierney, New York, as its agency. 
New Jersey Power & Light pre- 
viously handled its own advertis- 


Publishes Mail Order List 

B. Klein & Co., 23 E. 22nd St., 
New York, has just published its| 
new 1956 “Mail Order Business| 
Directory,” which lists more than 
2,000 mail order companies. It 
gives the names and addresses of 
these companies as well as the 
products they buy and the names 
of key buyers. The price is $15. 


King Cole Names McMullen 

Old King Cole Inc., Canton, O., 
manufacturer of 3-D displays and 
specialties, has appointed Norman 
J. McMullen a vp. Mr. McMullen, 
who will headquarter in New 
York, formerly was with Hoover 
Co., American Art Works and Dis- 
play Guild. 


Harrison Adds Dale Dance 
Dale Dance Studios Inc., New 
York, has appointed Lester Harri- 
son Inc. to handle its print and 
direct mail advertising. Daniel & 
Charles is the previous agency. 
William Warren, Jackson & Delan- 
ey will continue to handle Duale’s 


Roose ae Santen | 


THINGS TO COME—Juvenile Mfg. Co., 
San Antonio, is making an emo-| 
tional appeal, rather than a “prac- 
tical” one, in its spring campaign 


for its children’s clothing. This| 
quarter-page is scheduled for Life, | 
April 1. Ruthrauff & Ryan, Chi- 


radio advertising. 


cago, is the agency. 


|Gillespie Named K&E VP 


David J. Gillespie, a vp of Ken- 
yon & Eckhardt, has been elected 
a director and named manager of 
the agency’s Detroit office. With 
K&E since 1936, Mr. Gillespie was 
appointed senior account executive 
in Detroit two years ago. 


Baker Joins Baker Associates 
Bruce F. Baker, formerly an ac- 
count executive and radio-ty di- 
rector for Cappy Ricks & Associ- 
ates, has joined the staff of 
Frederick E. Baker & Associates, 
Seattle. He is the son of the senior 
partner, Frederick E. Baker. 
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Ris 
* RIGHT 
PRIVACY 


_ EMPLOYERS te 


Touchy readers get ideas that Adver- 
tisers © Bares have invaded their 
rights. m a claim is filed, you 
need our q ' 
INSURANCE 

devised especially to take the abet 
out of these cases. ya eat “ae 
inexpensive and it the +4 
adequately 


WRITE FOR DETAILS ND RATES 
URANCE 
—  —-« CORPOR N 
_ INSURANCE € ANGE | 
KANSAS CITY, MISSOURI 


Specialists in SILK 


SCREEN PRINTING 


INCORPORATED 
BOX 2017 TULSA, OKLAHOMA 
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The 


The 


Cadillac (above) 
reads caps. 


car also reads 
caps. 


driver of the 


driver of this 


It’s Class 
Plus Mass 
...With CAPS 


From Cadillacs and caviar to snuff and sorghum sweeten- 


ing—CAPS delivers class plus mass in the sixty-two buying 


centers—and Memphis—that make up the nation's tenth, 


the South's first wholesale market. 


Let's take a look at Tupelo, Mississippi: 104 miles from 


Memphis—number of families, 3,967—family coverage: 
combined daily circulation, 55.3%; Sunday, 60.3%. If it's 
sales you want, put the Mid-South's greatest sales power 
behind your product in the 2!/2 Billion Dollar Memphis 


Market! 


Two Dailies and The South’s Greatest Sunday Newspaper 


P 
MMERCIAL E@3PPEAL = MEMPHIS BMBRESS- S CIMITAR. 


SCRIPPS-HOWARD NEWSPAPERS 
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“I wouldn't do the ads unless I could write what I wished ...In something like 8% years I’ve turned out 1,335 Wallachs ads... And I’m going to keep on doing them.” 


‘Advertising Is All Good News’... 


BBDO Will Miss Les Pearl's Copy 
Gems When He Retires After 30 Years 


Agency Presents Him 
With His Old Typewriter 
as Fond Farewell Present 


By James V. O’Gara 


New York, Jan. 16—If, as names 
go, Leslie Stewart Pearl strikes 
you as unfolksy, even fictional, 
this is to report that there is such 
a man, and his copywriting career 
has wavered between the unlikely 
and the apocryphal. 

Les Pearl came to the U. S. from 
England on a visitor’s permit, and 
so far he’s stayed 34 years. 

On shipboard he met members 
of the Associated Advertising 
Clubs of the World, who were en- 
route to a conference in America. 
When the ship docked, he latched 
onto the group and traveled as an 
ad club delegate to Washington, 
where he and the others were wel- 
comed by President Harding. 

Touring the White House, the 
peregrinating Pear] loitered in the 
writing room till the others had 
gone, then he sat down and wrote 
a letter on White House stationery. 
It said: “Dear Mrs. Pearl, I just 
want to tell you that I have met 
your son, Leslie, and that I am de- 
lighted he came to the U. S.” It 
was signed “Warren G. Harding.” 


s In New York, still posing as an 
ad club delegate, Pearl attended 
a Four A’s dinner and was unruf- 
fled when he was flanked by Fred 
Kendall and Bob Updegraff, whom, 
despite the deceit, he still counts 
as friends. Soon after, all the real 
delegates went home to England 
and Pearl moved out of the Hotel 
Pennsylvania and into the YMCA. 

Then he went looking for a job. 
Selling vacuum cleaners in the 
Bronx proved a flop. Jerking sodas 
was an improvement, but Pearl 
was promptly peeled from the pay- 
roll because the Englishman just 
didn’t dig American. 

So the youngster took his scrap 
book of ads (he’d worked as an 
office boy and very junior copy- 
writer at the W. S. Crawford agen- 
cy in London) and went to the 
George Batten Co. A copy chief 
there named Bill Benton took a 
long look and broke the news 
gently. “I’m sorry but you don’t 
seem to be just the man we're 
looking for.” 

Pearl punched the down button 
and looked so dejected that the 


“the other agency in this building.” 
Pearl went in and was hired by 
Clarence Davis and Barton, Dur- 
stine & Osborn. 

After a brief sojourn in BDO’s 
Buffalo office, Pearl returned to 
New York. In 1929 he switched to 
Lennen & Mitchell—‘“Mitchell died 
the week I went there.” At L&M 
Pearl found himself working with 
another copy man named J. Stir- 
ling Getchell, It wasn’t long after 
that Getchell got involved “in a 
big power fight” and got fired. 
“And anyone who’d been seen 
talking with Getch got canned.” 


® Pear! survived that shakeup, but 
his turn came in the depression 
year of 1931, when he was fired 
“peremptorily and unceremonious- 
ly” from a job paying ten grand. 
His next stop was Getchell’s new 
agency, where the hiring inter- 
view went like this: 

Getch: “How much can you live 
on?” 

Pearl: “Gosh, I don’t know; 
maybe $50 a week.” 

Getch: “Okay; I'll pay you more 
when we get more business.” 

Pearl recalls Getchell (“Look at 
All Three”) as “a highly domineer- 
ing, one-technique man.” Getchell 
“was not really a great writer. I’m 
not really sure he was a great ad- 
man. He was a great technique 
man. He 


elevator operator steered him to 


could do a_ sensational | 
job—sensationally good or sensa-| 
tionally bad. He was a thwarted’ arrangement. I was naturalized in 


newspaper man. He fussed about 
pictures and type and headlines 
and he didn’t have too much in- 
terest in copy. 

“He had one way of making ads. 


It happened that I could do them | 
that way. But after three years | 


you wonder if you can do any- 
thing else, so I quit. 
“I went back to BBDO in 1935 


and helped create their copy de- | 


partment. When the war came I 
met a young major in the army. 
We discussed how a men’s wear 
store should advertise. It worked 
out very well. The major turned 
out to be Jack Gray, president of 
Wallachs. BBDO handled the na- 
tional advertising of Hart, Schaff- 
ner & Marx and Wallachs is a sub- 
sidiary. 

“In something like eight and a 
half years I’ve turned out 1,335 
Wallachs ads. And I’m going to 
keep on doing them. My retire- 
ment from BBDO will not change 
that; I'll stay with the agency as a 
consultant. 


s “In the beginning I told Gray I 
didn’t want to do the ads unless I 
could write what I wished. He said 
‘We'll only change the copy if we 
think it will get us into legal diffi- 
culties.’ Possibly half a dozen ads 
have been changed in eight and a 
half years. If I wanted them to 
give away apples, they did it. Re- 
cently, when they opened a branch 
at Roosevelt Field, I wanted them 
to give away baby Christmas trees. 
They did it.” 

Speaking of legal difficulties, 
Pearl’s entry into the U. S. has 
all been straightened out. “After 
I got that first job with BBDO, I 
went back to England and got back 
in the U. S. on the regular quota 


| 1933.” 
| Pearl admits that while he’s a} 
|fast writer, he’s a word polisher | 
|and the Wallachs ads are turned | 
out with loving care. He believes | 
it takes a long, long time to be-| 
come good in the copywriting busi- 
ness. 

And he’s been known to permit 
copywriters in his group to write 
and write, rewrite and rewrite. 
Seven or eight years ago, one 
youngster rewrote interminably a 
“heart of America” ad for The 
Saturday Evening Post. Pear] kept 


“You wonder if you can do any- 
thing else, so I quit.” 


saying, “Here, let me do that,” 
but the lad—who’d absorbed 
Pearl’s pearl about it taking time 
to get good—stayed with the ad 
for a week. The 200th rewrite was 
satisfactory. 


® One of the more apocryphal 
pieces of Pearliana revolves on his 
alleged thriftiness. The story goes 
that one year he turned in 
entertainment expense vouchers 
amounting to a grand total of $12. 

He delighted, it’s said, in going 
to lunch with DeSoto or SEP or 
other clients and outwaiting them 
—or unsuspecting account men— 
when the check came. The picture 
this conjures convulses some peo- 
ple who remember Pear] as a slim 
tweedy type with silver gray 
thatch, moustache and discernible 
English accent; austere and digni- 
fied. 

Pearl thinks his copy span has 
seen him do “some of the longest 
ads ever written and some that 
were epigrammatic.” Most, how- 
ever, seem to have been shorties, 
a la Wallachs. “I could write the 
history of the world,” he said yes- 
terday, “in 200 words.” 


vertising business. To begin with, 
I don’t write fiction. And there 
are plenty of other people willing 
to write about advertising. 

“I’m fond of the advertising 
business and I’m certainly not a 
critic of it. If there is anything 
wrong with it, it’s something, I’m 
sure, that’s wrong with business 
in general.” 

“People will read advertising,” 
he said a bit later, “if it gives them 
something. But only a small per- 
centage of ads give people any- 
thing to take away with them. 

“You know, I’ve discovered that 
advertising has one tremendous 
advantage over other types of 
writing. Do you know what it is? 
It’s simply that advertising is all 
good news. There’s nothing tragic, 
no impending doom, nothing to 
make people unhappy in advertis- 
ing. 
“In advertising today, there’s a 
tendency to put too many guys be- 
tween the advertiser and the copy- 
writer—everybody is advising the 
copywriter. That, happily, is not 
true of Wallachs and me. 


s “The great danger to copywrit- 
ers is posed by research and other 
things. The experienced man can 
use research or change it or adapt 
it to his needs, but others use it 
as gospel] and are dominated by it 
to the extent they never learn how 
to write. 

“Merchandising men and re- 
search men are statistic-ing the 
creative man to death.” 

The best copy men around to- 
day? 

“Ogilvy has courage and origi- 
nality and is a non-conformist. Lou 
Redmond—lI think he’s in an agen- 
cy where they pay him not to 
write (in early English advertis- 
ing, one agency was proud to 
boast ‘We keeps a poet’). Fax 
Cone is a helluva writer. George 
Gribbin is terrific. So are Stanley 
Jones and Ed Dexter and Charlie 
Brower. The guy I learned most 
from was Paul Hollister.” 

Pearl’s thinking about retire- 
ment at 54 goes like this. “One 
hangover of my English back- 
ground is that I looked forward 
to retiring before I was an old 
man. Retirement in this country 
is rather new. Franklin Roosevelt 
made it respectable. Before that 
you were expected to die with your 
boots on. 

“I've had a helluva good time. 
Enjoyed every minute of it. I man- 
aged never to get ulcers—maybe 
because I went away weekends— 
for 25 years—to Katonah. Now 
we're going to live in the house 
there. 1 figured some day we'd 


® In addition to going on with the 
Wallachs ads, Pearl plans to do 


I don’t want to write about the ad- 


some magazine articles. “Oh, no; | 


have the time to really live there. 
“And that thing’s going with 

me. That’s my BBDO typewriter; 

after 30 years they gave it to me.”e 
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Possible Consumer Credit Curb Seen 


as Threat to Furniture Sales Hopes 


(Continued from Page 2) 
furnishings groups and not much 
talk is heard about price increase | 
prospects. This may not mean too | 
much, however, since much buying | 
seems to be for immediate needs | 
and early spring delivery only. 

Generally speaking, this market 
is being compared with the 1956 
winter market, except that buying 
may be slightly off the year-ago 
pace. 

There is little startlingly new in 
the lines of merchandise being 
shown at this market. There were, 
however, these interesting devel- 
opments: 


Ranges 

In cooking ranges, built-in mo- 
tor-operated rotisserie spits have 
been introduced into over a half 
dozen range lines, including Crown, 
Dixie and Sunray and Welbuilt. 
Sunray reports their built-in metal 
foil roll for providing a dispensa- 
ble broiler drip catcher has proven 
to be a very effective merchandis- 
ing device. Dixie and Philco both 
have put new lines of ranges on 
the market. 

Tappan, introducer of the elec- 
tronic range, says it will be anoth- 
er couple of years or more before 
electronic unit sales will permit 
a price drop. Most units on the 
market now cost between $1,100! 
and $1,300. 

Tappan has noted that profes- 
sional people and people who real- 
ly have a time problem in prepar- | 
ing food are the biggest single 
market for electronic ranges. A 
direct-mail campaign to profes- 
sionals, consequently, is now being 
readied by Tappan for use with- 
in a few weeks. 


Refrigerators 
The refrigerator field saw the 
birth of a Whirlpool-Seeger line, 
reportedly so new that no distrib- | 
utors have yet been established for 
it. Norge announced it will have a 
new line ready by perhaps early 
February. Amana, which bought 
Deepfreeze from Motor Products 
Corp. last May, has put the Deep- 
freeze name back on the market 
after nine months of model revi- 
sions. Three new Deepfreeze chest 
freezers were introduced during 
the market. 
Air Conditioners 
A new development in air con- 
ditioners is Philco’s new Ionitron, 
an air conditioning unit that is 
said to purify the air by generat- 
ing negative ions to combat air- 
borne allergies. Two models of 


this unit, listing for $379.95 and 
$399.95, were introduced at the 
market. 


O. A. Sutton Corp.’s line of Vor- 
nado air conditioners was en- 
hanced this year by a new auto 
unit installed under the dash 
board. For cars with magnetic 
clutches the unit will cost $369.95. 
Special installation and service 
stations are being set up to han- 
dle the units. Trade ads will ap-| 
pear Feb. 1 with consumer ads | 
to appear in magazines, dailies | 
and on outdoor posters across the 
country about April 1. 


Home Laundry 

In the home laundry arena, 
Maytag has come out with a wash- 
er and dryer pair called the High- 
lander that has been priced for the 
modest budget ($269.95 for the) 
washer, $219.95 for the dryer). | 
Both Whirlpool-Seeger and Easy 
have new combination washer- 
dryer units on the market and 
Easy predicts that sales of such 
units will pick up sharply in the 


next few years as washer unit re- 
placement sales begin to get heavy. 
Altdorfer Bros., which has devel- 


oped a combination unit “just in’ 


case,” is declining to market it be- 


|cause of the many technical bugs 


it feels are still inherent in all such 
units. 

Tracy Manufacturing has intro- 
duced a new _ waist-level dish 
washer unit, the Thoro-matic, 
which can be either a wall unit 
or a stack-on. 


Television 

Tv manufacturers report “great 
interest” but not much else in 
their color lines. Most attention in 
tv showrooms was centered around 
the plethora of distance control 
devices now available. Westing- 
house and Magnavox both have 
controls that work by wire con- 
nection for complete sound, pic- 
ture, on-and-off control from 15 
to 20 feet away from the set. Hoff- 
man has a new remote control 


transmitter that just changes the 
stations. 

Two tv cabinet style innovations 
are Motorola’s new corner tv, a 
21” set built at an angle into an 
L-shaped console-type cabinet and 
Magnavox’s interchangeable legs 
—classic, oriental and modern style 
as living room decor requires. 


Hi-Fi 


Two technical innovations have 
turned up in hi-fi units, both of 
them sound improvements. Hoff- 
man has marketed a speaker unit 
that is completely suspended on 
sound-baffling springs but is built 
right into the same unit as the 
record-playing and radio unit. 


|Philco, meanwhile, has developed 


an electrostatic speaker unit, a 
half cylinder metal device that 
contains 66 “tweeter” units capable 
of sustaining up to 24,000-cycle 
sound waves. 

The principal radio news in the 
market is Hoffman’s new Solara- 


'dio unit, a sun-powered transistor 


radio with the sun-powering unit 
built into the handle. Admiral in- 


troduced a similar radio last sum- 
mer, but its Sun Power Pak is a 
separate unit. 

Hoffman, which unveiled its new 
lines to the press just before the 
market opened, has been pretty 
much a West Coast company until 
now. With its new Solaradio, re- 
mote control tv and hi-fi speaker- 
on-springs line, however, it is now 
gunning for a bigger spot on the 
national scene and has recently en- 
listed about 25 new distributors 
throughout the country for the 
task. 


® Notable items “being dreamed 
about but not yet on the market” 
are two futuristic kitchens that 
proved to be great attention get- 
ters at the market. Kelvinator has 
a model kitchen, the major feature 
of which was a mock-up (“but en- 
tirely feasible’’) 
atomic irradiation food preserva- 
tion compartment. Kelvinator is 
doing research along this line at 
the University of Michigan and has 
no present plans to build such 


units, but the company feels it is! 


version of an) 
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developing a sizable lead in know- 
how if they ever do decide to 
build them. 


Whirlpool-Seeger’s “Miracle 


NO TYPE USED 


IN THIS AD! 
HONEST INJUN ! 


This ad was set with- 
out a single piece 
of metal type! 


. Using streamlined pevorzee for 
display and JUSTI-TYPE Stretchable 
Paper for body copy, a revolutionary 
new innovation that justifies copy in 
only one typing. This time-tested com- 
bination means important savings to 
you on ads, catalogs, house organs, 
etc., to be reproduced by offset, zincs, 
or silk screen. 64- page qetnieg free! 


he Sure 


23,000 families with 
$100 million annual 
buying power live in 


Oswego (city and county). 


COVERAGE: 


65% of them read one or both of the 
Syracuse newspapers daily—95% on Sundays. 


Wien you think about the Syracuse Market . . think 
15 counties embracing one-third of the total area of New 
cities like Oswego, Auburn, Ithaca, Cortland, Oneida, Massena al 
sizable, thriving communities in addition 10 metropolitan Syracusl 


RAS ae 


and the 


ut all of it! Think of 


Number One Tes! Market. 


There's a single, effective, economical way to sell this truly greal marke : 
399,000 families spending $1.9 billion annually. The Syracuse Newspapers deliver 
100% saturation coverage of metropolitan Syracuse, daily and Sunday—eflective 
circulation in the 14 additional counties. You can't buy a combination of media 
that will do a comparable job in this market af a comparable cost! 

FULL COLOR AVAILABLE— DAILY AND SUNDAY 


Represented Nationally by MOLONEY, REGAN & SCHMITT 


SYRACUSE NEWSPAPERS 


the 


HERALD-JOURNAL 
aa 


RALD-AMERICAN ” ge 


State. Think of 
‘a dozen other 
‘America’s 


“THE POST: STANDARD 


Morning & Sunday — 


to SELL SYRACUSE™ 


B) yracuse Market 
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Kitchen” concentrated on design 
and featured an array of auto- 
matic operations of every imag- 
inable sort, much of it controlled 
by waving a hand. Center-piece 
of the kitchen was a closed-circuit 
tv for keeping an eye on the kids. 


Furniture 
For furniture retailers national- 
ly, 1956 was 2% up from 1955, 
F. R. Houlihan, chairman of the 


Marie does it 
FASTER... 


complete mailings, multl- 
graphing, mimeograph- 
ing, addressing, fill-in on 
multigraphed letters, 
planographing. 

Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-8655. 
Te Sua 


431 S. Dearborn Street, Chicago 5, Il. / 


board and past president of the 
National Retail] Furniture Assn., 
reported. While 1957 should be a 
good year for retailers, they must 
go after business to meet competi- 
tion for the consumer dollar and 
must strive to make America more 
furniture conscious, NRFA feels. 

Many retailers report they are 
cutting sources of supply to combat 
the freight rate problem and to 
get better service by becoming a 
larger customer to fewer manu- 
facturers. 


® On the style front, color and up- 
grading of style continue impor- 
tant. Among the increasing num- 
ber of manufacturers turning their 
merchandising appeals to the 
“young moderns” is S. R. Hunger- 
ford Co., Memphis, which intro- 
duced the “Elvis Presley correlated 
groups for teenagers and young 
moderns.” The 40-piece correlated 
group was chosen by Elvis, Hun- 
gerford says, because “young mod- 
erns like simple design, lots of 
drawer space and _ construction 


Your Dollar 
Goes Further in 


Biggest One Newspaper 
City in the Nation 


With complete coverage 
without waste of a great 
one billion eighty million 
dollar market 


MEDIA COVERAGE OF SUMMIT COUNTY 


Media 


Cleveland Plain Dealer daily 
Cleveland Plain Dealer Sunday 
Cleveland Press daily 
Cleveland News daily 


AKRON BEACON JOURNAL daily 
AKRON BEACON JOURNAL Sunday 


Circulation | % Coverage 
132,934 | 96.5% 
126,165 | 91.6% 

13,760 10% 
8,342 6% 
1,366 1% 

548 | less than 1% 


OHIO’S MOST CONCENTRATED AREA 


OF GREAT INDUSTRIAL NAMES 


CHRYSLER $85 MILLION 
Stamping Plant 


GENERAL MOTORS 

Euclid Division 

*TRUCKING CAPITAL OF THE WORLD 
“ENTERPRISE MFG. CO, 

*B. F. GOODRICH 

*ALSCO 

*McNEIL MACH. & ENGINEERING CO, 
* FIRESTONE 

“FIRESTONE STEEL 

*SEIBERLING 

*WEATHER-SEAL 

BABCOCK & WILCOX 
COLUMBIA-SOUTHERN CHEMICAL 
QUAKER OATS 

AMERICAN HARD RUBBER 
*MOHAWK 

*GOODYEAR 

"GENERAL 

*GOODYEAR AIRCRAFT 
*SAALFIELD PUBLISHING 
*ROBINSON CLAY PRODUCTS 
*NATIONAL RUBBER MACHINERY 
DIAMOND MATCH 

* Indicates Main Plant and Offices 


_ AKRON BEACON JOURNAL | 


| space 
| 45% 

| budget will be about 26% higher 
|in 57. The company’s spring cam- 
|paign, running January through 
| May, uses five groups, featured in 
\three color pages and two color 


ideas that make things work eas- 
ier.” 

More and more furniture manu- 
facturers and retailers are talking 
about advertising and merchandis- 
ing as the one solution to an in- 
creasingly competitive situation. 
Some manufacturers are embark- | 
ing on a national ad program in 
magazines for the first time. 

Among them is International 
Furniture, which has been using 
Parade, The American Weekly and 
some independent Sunday supple- 
ments for some time, and is going 
into American Home and Better 
Homes & Gardens this spring with 
half-page color ads. | 


s A longtime leader in furniture | 
advertising is Kroehler Mfg. Co., | 


which reports it will increase its | 


in consumer publications | 
in 1957. Kroehler’s total ad | 


spreads each scheduled for a num- 
ber of magazines. 

On Kroehler’s media list are 
American Home, Better Homes & 
Gardens, Good Housekeeping, 
House Beautiful, House & Garden, 
Ladies’ Home Journal, Life, Living 
for Young Homemakers, The Sat- 
urday Evening Post and Success- 
ful Farming. 

Kroehler, which purchased Men- | 
gel Co. last December, will use na- 


TWO SMART WAYS TO BEAUTIFY 


her one 


TWO IMPORTANT ROOMS 


NEW LINE—Kroehler Mfg. Co., which recently expanded its bedroom 

furniture line with the purchase of the furniture division of Mengel 

Co. (AA, Nov. 26, '56), is running this color spread in five mag- 

azines in March and April to introduce its Starfire living room and 

Constellation bedroom groups. Kroehler says this is its first use of a 

spread to feature both living room and bedroom furniture. Henri, 
Hurst & McDonald, Chicago, is Kroehler’s agency. 


line for the first time. Increased 
promotion also is slated for its 
Sleep-or-Lounge. 


s Saginaw Furniture Shops, Chi- 
cago, which markets Expandway 
and Expand-o-matic tables, break- 
fronts, dining room furniture and 
a new versatile drawerless dresser, 
reports it has increased its 1957 ad 


the first three months of '57, quar- 
ter and half pages will run in 
Ebony, Good Housekeeping, Guide 
for the Bride, House Beautiful, 
House & Garden, Living for Young 
Homemakers and McCall’s. Pages 
will also run in other magazines, 
now being selected. 

Promotion for Saginaw’s new 
bedroom furniture units, available 


tional promotion for a bedroom ' budget 60% from last year. During! either in a cabinet or wardrobe 


State—WTVD—the No. 
Durham-Raleigh Market. 


day he calls on over 70°, 


dominant coverage. 


And do they like him? 


Ohio’s Most Complete Newspaper 
STORY, BROOKS & FINLEY, Representatives 


JOHN S$. KNIGHT, Publisher 


He’s YOUR best salesman in the Tar Heel 


How good a salesman is he? Why, every 


in the Durham-Raleigh market—more 
than any other station. No other SINGLE 
medium in the market can offer you such 


1 station for the 


love him. Every rating taken in the mar- 
ket continually proves this fact—WTVD 


leads all other stations in the Durham- 


of all the homes 


ARB says they 


So if you’re buying Durham-Raleigh— 
and who can overlook a market with 
$2.1 BILLION in buying power—call on 
the Man with the Black Tar Heels. 
Petry man will introduce you. 


CHANNEL ELEVEN Th, 
ABC for Durham-Raleigh ae 


Raleigh market in three out of every four 
quarter hours—both Class A and B time. 


Your 


Call Edward PETRY & CO. 
about this must buy in NORTH CAROLINA 
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type, probably will be scheduled; 
after distribution gets under way. | 


Floor Coverings 

Carpet manufacturers, most of 
whom now are making major re- 
visions in their lines only once a 
year, are showing more abstract 
design effects and more informal 
casual designs. Many are using 
synthetic fibers heretofore not used 
in carpeting. Union Carbide & Car- 
bon’s Dynel, Chemstrand’s Acri- 
lan, Tennessee Eastman’s Chrom- 
spun and Super L by American 
Viscose are being used in addition | 
to nylon and rayon to supplement | 
wools. 

A number of the hard-surface 
manufacturers have _ introduced 
new products to supplement the 
old reliables—linoleum, asphalt 
tile and rubber tile—which con- 
tinue to account for the bulk of the 
industry’s sales. Among the new- 
comers are a special foam cush- 
ioned plastic flooring, plastic sheet 
flooring, cork tile, and new types 
of viny!] tile. 

Promotional efforts by most 
manufacturers are being increased, 
supported by a continuing cam- 
paign by the Carpet Institute to 
promote the industry, and most 
are looking optimistically to a 
brighter day when “home” means 
carpeting to almost everyone. 


® Promotionally speaking, Alex- 
ander Smith Inc. continues as the 
outstanding exception. Smith last 
year revamped its ad program, 
dropping all consumer advertising 
to concentrate in trade publica- 
tions following a merger with Mo- 
hawk Carpet Mills to form Mohas- 
co Industries (AA, July 2, °56). 
Smith is continuing strong in trade 
publications to gain dealer accept- 
ance. The company told ADVERTIS- 
ING AGE it will review this market 
next month and if it feels it has 
accomplished its trade advertising 
objectives, may resume consumer 
advertising in the fall. 

Mohawk Carpet Mills, which 
maintains its own identity and 
separate sales organizations, too, 
temporarily dropped consumer ad- 
vertising last year to concentrate 
on dealer promotion. It is schedul- 
ing strong trade campaigns this 
spring and, like Smith, will review 
its ad program next month with an 
eye toward consumer magazine ad- 
vertising later in the year. 


@ James Lees & Sons, “Mr. Big” 
carpeting advertiser, reports it is 
increasing its 1957 ad budget to 
support its 11 new qualities and 86 
new numbers introduced at the 
market, and to give more help to 
its dealers. 

More than six women’s and 
home magazines and the New York 
Times Magazine and the Christian 
Science Monitor are on Lees’ media 
list. Most of the publications will 
get a series of three color pages in 
the spring and a similar series in 
the fall. 


s In the resilient flooring field, a 
first timer in national advertising 
is Robbins Floor Products, Tus- 
cumbia, Ala., which has appointed 
G. M. Basford Co., New York, as 
its first agency. A consumer maga- | 
zine campaign now is _ being} 
planned, to be supported with 


trade publications, which Robbins 
has been using. 
Bedding 
Bedding manufacturers still are 
looking for an upgrading, particu- 
larly in mattresses. Many are in- 
creasing promotion budgets to ac- 
celerate consumer interest in 
quality bedding rather than inter- 
est based on price appeal only. 
All manufacturers are now mak- 
ing their leading brand mattresses 
in the larger sizes, and it is an in- 
dustry prediction that a trend to 
super-size bedding will grow rap- 
idly. Color, too, is becoming impor- 
tant in mattresses, with many 
lines appearing in elegant covers. 


SOOO BOO 


Se meen te ae 
meee ee 
See eon om 


you seve Y/y on the mattress of your choice 


worreneers 


$1,000,000 SALE—Spring Air Co. is 

using this two-color page in the 

March 4 Life for the first national 

promotion of its mattress sale, 

usually held twice a year. R. M. 

Loeff Advertising, Chicago, is the 
agency. 


Shee 


Serta Associates, which moved Health Center mattress. Magazines 
will 
House Beautiful, 


its advertising account to Ruth- 
rauff & Ryan last year, has made a| 
policy change in its 1957 ad pro-| 
gram. The company, which says 
it is the second largest national 
advertiser in the bedding field, 
will concentrate its expenditure— 
now well over $1,000.000—in met- 
ropolitan daily newspapers. News- 
papers will get two-thirds of the 
budget and magazines one-third, 
the company says. Until this year, 
| the company used magazines and | 
network television, which it has 
| dropped entirely. 

Reason for the change, according 
to Serta, is to gain dealer distribu- 


| 


‘| Spring Air Co. also has boosted | 


its 57 ad budget, and for the first 
time will promote its mattress sale, 
usually held twice each year. A 
two-color page will run in the| 
March 4 Life featuring the “$1,-| 
000,000 sale.” 

Color pages also will be used in 


a spring campaign to promote its | 


Journal and Living for Young 
Homemakers. A similar drive will 
follow in the fall. 


include Bride’s Magazine, 
Ladies’ Home 


tion and consumer acceptance. ~ | | 


IN CANADA 
more than */rds 

of all major 

goods and services : 
sold in Toronto 

are bought by 
readers of the 


TORONTO 


DAILY STAR 
80 KING ST. WEST 
"SOURCE: Gruneau Research Survey, 1955 
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Offering youngsters a giant opportunity for education and 
travel is the new TV quiz Giant Step, sponsored by General 
Mills. Veteran MC Bert Parks asks the questions as children 


try for the top prize of a 


four-year college scholarship plus a 


trip to foreign lands. Though contestants are all from seven to 


seventeen years of age, Giant Step provides a huge adult audi- 
ence for the messages of General Mills and Betty Crocker. 


¥ ———, 


CHILLED Cranberry 


Last June, National Cranberry Association began a market- 
by-market “blitz” campaign for Ocean Spray Jellied Cran- 
berry Sauce. Theme: “Cool and jellied cranberry sauce is a 


natural summer food 


buy two cans, save five cents.” Big 


guns of the “blitz” were newspaper ads and radio spots, Pub- 


licity helped popularize 


new recipes with jellied cranberry 


sauce. Results of this “off-season” use promotion? A sellout! 


BATTEN, 


NEW YORK + ATLANTA + 


BARTON, DURSTINE & OSBORN, 


BOSTON + BUFFALO + CHICAGO + CLEVELAND + DALLAS + DETROIT + HOLLYWOOD + LOS ANGELES - 


How can you run four-color advertising in trade magazines 
where color is not always available? American-Standard does 
it with these special four-page inserts for its Plumbing and 
Heating Division. Appearing regularly in twenty-six plumbing 
and heating publications, these versatile color inserts also 
serve as mailing pieces ... merchandising American-Standard 
products to leading dealers and distributors across the U.S. 
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Earlier in the century, Koppers Company, Inc., began opera- 
tions as a designer and builder of chemical recovery coke plants, 
Today, Koppers not only produces a wide range of plastics, tar 
products, metal products and dyestuffs, but also designs and 
builds entire steel mills and chemical plants. Created by BBDO 
Pittsburgh, junior spreads in The Saturday Evening Post tell 
this fascinating story of Koppers— a BBDO client since 1936. 


INC., 


MINNEAPOLIS - 


ADVERTISING 


PITTSBURGH + SAN FRANCISCO + SEATTLE + TORONTO 
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Letters from Paris and Lon 


don... 


French Ad Industry Has Its Problems; 
It's Time to Sell Sunshine in Britain 


By Mostyn Mowbray 


Paris, Jan. 15—The French ad-| 
vertising industry started 1957 with 
several major problems stil] un- 
solved. 

French advertisers and agencies 
are still waiting for the qualitative 
newspaper and magazine reader- 
ship survey agreed upon last Jan- 
uary by a tripartite committee of 
agency, media and advertiser rep- 
resentatives. Details of the survey 
were worked out long ago, but the 
machinery has not yet got moving. 
Meanwhile, space-buyers must 
continue to rely in most cases on 
claimed circulation figures and 
vague readership estimates. 

Nor has headway been made by 
the National Union of Advertisers 
in its announced intention of pro- 
viding more adequate data on 
French advertising expenditures. 
Here again is a major gap that, all 
are agreed, urgently needs to be 
filled. 

« + ” 

Agencies and media have for 
several months past been engaged 
in heated discussion over a pro- 
posed reduction of commissions to a 
standard 15%, each side vigorously 
defending its point of view. The 
question, which was first raised at 
the Congress of the National Fed- 
eration of the French Press at 
Strasbourg last October, seems to 
be far away from a settlement. 

The legal validity of the indém- 
nité de dépossession was denied by 
a French court early last year 
when the powerful Havas Agency 


sued a smaller outfit, Opéra- 
Publicité, for taking away ts 
client, Marie Brizard liqueurs, 


without paying the customary in- 
demnity to Havas. The judgment 
has been appealed. 

~ . C 

The future of Europe No. 1, the 
commercial radio station located in 
the Saar Territory, just over the 
French border, remains uncertain. 
Following the attachment of the 
Saar to Germany, the French gov- 
ernment proposed to purchase the 
transmitter with a view to closing 
it down and using the equipment 
and wavelength for the state- 
owned, non-commercial Radiodif- 
fusion Télévision Francaise. The 
only problem is the raising of the 
$10,000,000 purchase price. 

The 400-kilowatt transmitter, 
which came into service two years 
ago, has an audience of 8,000,000 
and a monthly advertising revenue 
in the region of $500,000. It is now 
owned by a Saar-based company 
known as the Société Saaroise de 
Télévision, which also operates the 
German-language commercial tv 
station, Télé-Saar. A controlling 
interest in the S.S.T. is held by a 
private French company, Images et 
Son. American and Swiss interests 
are reported to be currently mak- 
ing offers for the purchase of 
Europe No. 1. 

* - 7 

The Middle East crisis and the 
resulting gasoline shortage have 
had their repercussions on adver- 
tising expenditures in France, as 
well as on the country’s other eco- 
nomic and industrial activity. The 
three leading French petroleum 


By Mark Random 


Lonpon, Jan. 15—The best time 
to sell sunshine is when the snow 
is falling, so January in Britain 
sees the start of the new travel and 
vacation advertising programs. 
This year’s vacation drive looks 
like the biggest ever. 

An estimated £300,000 ($640,- 
000) will be spent on newspaper 
and magazine advertising. All of it 
will be attempting to sell Britons 
on the idea of buying a “pack- 
aged vacation” or traveling by se- 
lected air or shipping lines. 

Many newspapers and magazines 
have tied in with the drive by is- 
suing vacation supplements, stiff 
with pages of composite ads and 
editorial matter on planning a va- 
cation and selecting the location. 


® The Polytechnic Touring Assn. 
—a J. Walter Thompson Co. Ltd. 
account—is planning to use com- 
mercia] television for the first 
time. Backing this up is a cam- 
paign in selected national daily 
and Sunday newspapers and pro- 
vincial newspapers in areas where 
the organization has branch of- 
fices. Poly Tours is also using gen- 
eral interest magazines. 

Thomas Cook & Son Ltd., which 
handles its own advertising, will 
spend more money on its campaign 
this year, using national dailies, 
provincial dailies and evening pa- 
pers, and weekly magazines, par- 
ticularly those appealing to wom- 
en. Spaces are smaller than last 
year but are appearing more often. 

Cook’s advertising department 


scrapped until conditions improve. 

Another consequence of the gas- 
oline shortage has been a sharp de- 
cline in used-car classified ads in 
French dailies. 

> » + 

France’s industrial production in 
1956 was up 11% over the previous 
year, according to the latest report 
on the progress of the second five- 
year plan of modernization and re- 
construction, now entering on its 
second year. Although certain ob- 
jectives have been attained ahead 
of schedule, the report draws at- 
tention to the very unsatisfactory 
state of France’s balance of pay- 
ments; the country’s exports are 
down by nearly $300,000,000, 
whereas imports have risen by 
twice that amount. 

J . 7 


During 1956 two national dailies 
—L’Express and Le Temps de Paris 
—both of them launched with in- 
adequate capital and unsuccessful 
in gaining advertising support, 
folded after a few months. The new 
Time-style monthly, C’est a Dire, 
which appeared on newsstands in 
October (AA, Oct. 15), still sur- 
vives despite the doubts of many 
in one field at the time of its 
launching. 

The year was notable in the me- 
dia field for the introduction of 
r.0.p. color advertising by the na- 
tional daily L’Aurore followed by 
France-Soir, the country’s biggest- 
circulation daily (1,150,000). Color 
advertising in dailies is still looked 
upon as something of a novelty, 
and its cost makes it accessible on- 


companies—Shell, B.P. and Esso 


Standard—have announced drastic | 


cuts in their appropriations. Shell 
has temporarily canceled advertis- 
ing in any shape or form, but will 
continue public relations and pro- 
motional activity via documentary 
films, lectures, exhibitions, etc. 


ly to the very biggest advertisers. 
In October, the advertising pro- 
| fession in France mourned the loss 


|of an old and valued friend with | 


the death, at the age of 85, of 
Charles Maillard. The founder, and 
|for many years the president, of 


| what is today the Fédération Fran- | 


S€TuP—T hirteen gallons of coffee 
and 220 cups and saucers went 
into the preparation of the photo 
for this ad, Abbott Laboratories 
says. The ad kicks off the 1957 
campaign for Sucaryl and ap- 
peared in 101 Sunday supple- 
ments Jan. 20. Checking the 
coffee-line are Malcolm Lund 
(left) and Joseph Barcanic of 
Abbott’s agency, Tatham-Laird, 
Chicago. 


t calories by sweetening with Sucary 
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Sucaryl 
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has prepared 2,000,000 pieces of 
literature, including 250,000 direct 
mail shots. The whole campaign 
is being strengthened by a £10,- 
000 ($28,000) program of travel 
talks and movie shows in public 
halls throughout the country. 

Among the package vacations 
advertised by Cook are vacations 
in Britain, holidays at European 
centers and coach tours on Euro- 
pean itineraries. 

e . . 

Illustrated adventure stories are 

being used to promote British sales 


children, made by Nabisco Foods 
Ltd. The back of each pack will 
contain a complete 1,000-word ad- 
venture yarn, illustrated in four- 
color litho. There will be a choice 
of 12 stories initially, with suitable 
mixing in the distribution. 

The front of the pack carries a 
pirate theme, showing three chil- 
dren dressed as buccaneers. The 
brand name is displayed on a ship’s 
sail which rises from a dish of the 
cereal. 

The pack was designed by Mc- 
Cann-Erickson Advertising Ltd., 
Nabisco’s agency. The new design 
replaces a successful Punch and 
Judy show cartoon, first intro- 
duced in 1956. Promotion for the 
new pack will make use of color 
advertising in national magazines 
and children’s media, as well as 
commercial television and movie 
advertising shorts. 


. ° . 
McCann-Erickson Advertising 


account group head responsible for 
direction and coordination of all 
advertising and publicity for ciga- 
ret brands marketed by Carreras 
Ltd. 


Lintas Ltd., where, as an account 
group head, he was responsible for 
advertising and promoting a va- 
riety of Unilever toiletries and 
beauty soaps. 

He has also been an account ex- 
ecutive and an account group head 
controlling a number of national 
accounts, for Erwin Wasey Ltd. 


® McCann also announced the ap- 
pointment of Roy Charterton as 
account executive on the Carreras 
Group. Mr. Charterton was for- 
merly export manager with Erwin 
Wasey, where he was primarily 
| responsible for Procter & Gamble’s 
export advertising. 
McCann-Erickson took over the 
Carreras cigaret account last Octo- 


Shell, whose agency is Publicis, | caise de la Publicité, Mr. Maillard | ber, with advertising to start this 


normally spends around $1,000,000 | was one of the earliest pioneers of year. 


Previously Carreras had 


a year on advertising in France.| advertising on this side of the At-| placed its five brands of cigarets 


B.P. and Esso have both cut ex-|lantic, and was a well-known and| with four agencies: 


penditures two-thirds. This means 
all press and cinema campaigns are 


| respected figure both in his own 
| country and abroad, 


Alfred Pem- 
| beston Ltd. (Turf and Piccadilly 


brands); G. S. Royds Ltd. (Dun- 


of Shreddies, a flavored cereal for | 


Ltd. has appointed Jack Clark as) 


hill); Greenlys Ltd. (Barons), and 
Masius Fergusson Ltd. (Craven A). 
* s s 

A new advertising campaign to 
promote more butter consumption 
has been launched by the Butter 
Information Council. Copy theme 
is that butter is within the reach of 
every purse. 

Advertising, being placed in na- 
tional newspapers, is being han- 
dled by J. Walter Thompson Co. 
Ltd. 

The council announced that the 
campaign will relate primarily to 
butter as a commodity and is ad- 
| ditional to the advertising by in- 
dividual member-countries of the 
council for specific national but- 
ters. 


® One of these will be the cam- 
paign for Danish butter, being pro- 
duced by the Danish Agricultural 
Producers’ Information Service in 
conjunction with the R. F. White 
& Son Ltd. advertising agency. 

A recent report of the Assn. of 
Danish Dairies reported that the 
1956 campaign for Danish butter 


jin the British market was very 


satisfactory and it will be extended 
in 1957. 

Last year the Danish butter cam- 
paign concentrated on British in- 
dustrial towns and led to an in- 
creasing interest in pre-packed 
butter. Shortly after the start of 
the campaign, for instance, sales 
of pre-packed butter in Glasgow 
nearly doubled. Despite the in- 
creased interest, however, nearly 
40% of the Danish butter sold in 
the North of England is still sold 
from casks. 


New Agency, Guilford 
Advertising, Buys WPET 


A new corporation, Guilford 


Mr. Clark joins McCann from | Advertising, has bought, for $125,- 


|000, WPET, Greensboro, N. C., 
radio station. The agency plans to 
|seek an increase in power, full 
\day and night operations and per- 
|mission to operate as an fm sta- 
| tion as well as am. 

Partners in Guilford Advertis- 
ing, whose charter also provides 
for the operation of an advertising 
agency, are William P. Mitchell 
and Robert L. Montgomery, for- 
merly sales manager and sales 
staff member, respectively, of 
WBIG, Greensboro radio station, 
High Holder, CBS announcer in 
|New York, and J. T. Reynolds, 
Greensboro contractor and real 
estate man. The station was 
bought from Wayne Nelson of 
Concord, N. C. 


|McCann Names Allen Jones 
Allen G. Jones, for the past two 

years assistant media director of 

ey tee San Francisco, 


has been appointed media director. | 


Advertising Age, January 21. 1957 


Coming 
Conventions 


*Indicates first listing in this column. 

Jan. 20-23. Newspaper Advertising Ex- 
ecutives Assn., Edgewater Beach Hotel, 
Chicago. 

Jan. 27-29. Assn. of Railroad Advertising 
Managers, Statler Hotel, Los Angeles. 

Feb. 1-3. Eastern Intercity Conference 
of Women’s Advertising Clubs, Baltimore. 

Feb. 6. Associated Business Publica- 
tions, annual Midwest Conference, Con- 
gress Hotel, Chicago. 

Feb. 13. Charlotte Advertising and Mar- 
keting Institute, Barringer Hotel, Char- 
lotte, N. C. 

Feb. 17-18. Midwest Newspaper Adver- 
tising Executives Assn., semi-annual meet- 
ing, Hotel President, Kansas City, Mo. 

Feb. 22-23. Northwest Daily Press Assn., 
38th annual meeting, Radisson Hotel, Min- 
neapolis. 

Feb. 25-26. New England Newspaper Ad- 
vertising Executives Assn., winter meet- 
ing, Parker House, Boston. 

March 7. Associated Business Publica- 
tions, annual eastern conference, Roose- 
velt Hotel, New York. 

*March 9-10. Annual Missouri News- 
paper Management Clinic, School of Jour- 
nalism, University of Missouri, Columbia. 
Sponsored by the School of Journalism, 
Missouri Press Assn., Missouri Advertis- 
ing Managers’ Assn. and Missouri Cir- 
culation Managers’ Assn. 

March 13-15. Assn. of National Adver- 
tisers, spring meeting, The Homestead, Hot 
Springs, Va. 

March 22-31. International Photographic 
Exposition, National Guard Armory, 
Washington, D.C. 

April 10-12. Point-of-Purchase Advertis- 
ing Institute, 11th annual symposium and 
exhibit, Palmer House, Chicago. 

April 13-19. National Business Publica- 
tions, spring meeting, Americana Hotel, 
Bal Harbor, Fila. 

April 25-27. American Assn. of Adver- 
tising Agencies, The Greenbrier, White 
Sulphur Springs, W. Va. 

April 25-27. Advertising Federation of 
America, Fifth District, Fort Wayne, Ind. 

April 25-27. Advertising Federation of 
America, Ninth District, Hotel Mayfair, 
Sioux City, Ia. 

May 2-3. International Advertising Assn., 
New York. 

May 5-7. Magazine Publishers Assn., The 
Greenbrier, White Sulphur Springs, W.Va. 

May 10-11. International Affiliation of 
Advertising and Sales Clubs, 55th annual 
conference, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

May 12-15. National Newspaper Promo- 
tion Assn., Jung Hotel, New Orleans. 

May 16, 1957. Fourth annual advertising 
conference, University of Michigan, Ann 
Arbor. 

May 16-18. Southwestern Assn. of Ad- 
vertising Agencies, Galveston, Tex. 

May 26-29. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
Miami Beach. 

June 9-12. National Industrial Adver- 
tisers Assn., 35th annual conference, Wal- 
dorf-Astoria, New York 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach 

*June 10-11. Outdoor Advertising Assn. 
of America, 5th painted display confer- 
ence, Hotel Sherman, Chicago 

*June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grand Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, Detroit. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
Village, Honolulu. 

Sept. 11-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

*Nov. 10-14. Outdoor Advertising Assn 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 


Opens Texas Agency 

A new agency, Carroll Advertis- 
ing, has opened offices in the In- 
surance Bldg., San Antonio, Tex. 
Brooks Carroll is president and 
general manager of the new agen- 
cy. Other executives are Ernie 
Brant, account executive and mar- 
keting director; Catherine O’Neill, 
creative director; John Nord, art 
director; Estelle Gindorf, media di- 
rector, and Frank Weinholt, au- 
ditor. All were formerly associated 
with Thomas F. Conroy Inc., San 
Antonio. 


Hansen-Choate Adds Ralston 


Hansen-Choate Advertising, San 
Mateo, Cal., has been appointed to 


handle advertising for Ralston Mfg. 
Co., San Carlos, manufacturer of 
hardware specialties. 
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EUGENE C. WYATT, formerly president 
of Mid-State Inc., Dickson, Tenn., 
has been named national program 
sales manager of ABC Television, 
New York, effective March 4. His 
appointment to this new post fol- 
lowed the resignation of Charles 
Abry as national sales manager of 
the network. 


‘Natural Brewing’ 
Is the 1957 Theme 
for Rainier Beer 


SEATTLE, Jan. 15—Rainier beer, 
which two years ago launched 
the theme, “There’s more life to 
Rainier,” is pegging its 1957 adver- 
tising program to a new slogan, 
“More life, naturally.” 

In presenting the program to 
distributors and their sales organ- 
izations, Arch Douglass, advertis- 
ing manager of Sicks’ Seattle 
Brewing & Malting Co., summed 
up: 
“Rainier is brewed naturally, 
aged naturally, and uses only Na- 
ture’s finest ingredients. All this 
adds up to what we call ‘life’.” 

Copy in one of the first newspa- 
per ads in the new program will 
carry the headline, “Natural brew- 
ing gives more life,” and will go on 
to explain, “The secret of Rainier’s 
life is natural brewing and natural 
aging.” 


8 To tell this story, Rainier will 
use nature scenes in outdoor post- 
ers and painted bulletins, in news- 
paper advertising and in a new 
series of television and radio com- 
mercials. 

The tv spots employ the “soft 
sell” and present nature scenes as 
the background for Rainier’s story, 
Mr. Douglass said. Most of the film 
comes from Walt Disney wild-life 
films. A 35-piece orchestra weaves 
in Rainier’s now-familiar theme 
song. One series of spots draws in 
only this copy to follow film of 
outdoor scenes: “Rainier, the beer 
with more life naturally. Naturally 
brewed, naturally aged. Rainier 
lets nature take its own sweet time. 
Make it Rainier for life!” 


s Jim Miller, account executive 
and head of Miller, Mackay, Hoeck 
& Hartung, the Rainier agency, told 
distributors that the spots were 
“designed to seduce the consumer 
rather than hit him over the head 
with a club. But they will sell more 
than the noisy type.” 

Mr. Miller said that the new 
promotion will be “the most effec- 
tive campaign in Rainier’s history.” 
The size of the advertising effort 
was not stated, but indications are 
that the budget is as large or 
larger than in any previous year. 


Simpson-Sears Names Graham 

Gordon M. Graham, formerly 
vp, merchandising and mail order, 
has been appointed president of 
Simpson-Sears, Toronto, succeed- 
ing E. G. Burton, who becomes 
chairman. 


James Baker Joins WPTR 


James F. Baker, formerly mana- 
ger of station services for the Ra- 
dio Advertising Bureau, has been 
appointed sales manager of WPTR, 


‘Data’ Succeeds Navy 
Newsletter as Magazine 

A new magazine which sum- 
marizes research and development 
programs carried on by a multi- 
tude of government laboratories 
has been introduced by a former 
government technical information 
expert. The magazine, Data, is 
written for top leaders of business 
and government who need a con- 
cise summary of new develop- 
ments in all phases of technical 
research. Its fields range from 


atomic energy and aviation to 
ships and transportation. 

Murray Smith, who formerly 
published a similar newsletter for 
the navy department, is editor. He 
received official sanction to trans- 
form the publication to a private- 
ly-owned commercial venture 
after the navy decided to curtail 
its information expenditures. Data 
is located in Arlington Va., Box 
6026. Current circulation is 5,000 
and it has applied for second class 
entry. 


Jacobs Joins Davidson 
Norman Jacobs, formerly of J.) 
R. Brady & Associates, Chicago, | 
and the Chicago Daily News, has 
been named advertising sales rep- 
resentative for the paper group of 
business periodicals published by 
Davidson Publishing Co., Duluth. 


Brotherhood Named VP 
John O. Brotherhood, a copy-| 
writer and account executive, has) 


| been elected a vp of Graceman| 
| Advertising, Hartford, Conn. 


CHARLES WATSON & ASSOCIATES 
PUBLIC RELATIONS COUNSELLORS 


1105 East 63rd St., Chicago 37, Ill. 


FAirfax 4-6810 
Product Promotion Publicity 


“20 YEARS EXPERIENCE 
IN THE NEGRO MARKET" 


Albany, N. Y. 


Anyone who can find a way to cut costs and still 
retain quality is sure to send the boss into ecstasy! 
And many Finchleys (may their pockets jingle with 
joy) have found the answer in their companies’ 
printing bills. Perhaps you will, too! 


Here’s how! Paper represents over 25 per cent 
of the average printing job. And Consolidated 
Enamel! Printing Papers cost less than other enamel 
papers of equal quality! 


What's the deal? Consolidated pioneered a mod- 
ern papermaking method that eliminates costly 
manufacturing steps, yet maintains finest quality. 


“By gad, Finchley...I insist you ask me for a raise!” 


FREE OFFER! Ask your Consolidated Paper Merchant 
for free trial sheets. Then make your own compar- 
ison test run with your printer under any condi- 


tions you like. Fair enough? 


Available only through your Consolidated Paper Merchant 


onsoldatedk 


Enamel 


Printing Papers 


a complete line for offset and letterpress printing 
CONSOLIDATED WATER POWER AND PAPER COMPANY 


SALES OFFICES 


135 6. LA GALLE BT. ¢ CHICAGO GB. KLL. 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


We had time to do a little medi- 
tating over the Christmas holidays 
and have finally come up with the 
real reason why Santa Claus wears 
a long beard. Authorities have been 
saying for years that he wears it as 


a matter of tradition or to keep his | 


neck warm or to keep from being 
recognized in the wrong saloons. But 
that isn’t it at all. He does it to hide 


those Christmas ties Mrs. Claus is 
forever buying for him. Anybody 
want to buy a used razor cheap? Or, 
failing that, would somebody please 
send our best friend and sternest 
critic a new pair of glasses? We'd 
be grateful. 


x*rk 


NAEA Conventioners Note: As in 
past years, “Breakfast with Bur- 
goyne,” an annual event of the News- 
paper Advertising Executives will 
take place Tuesday, January 22 at 
the Edgewater Beach. Just in case 
any of you revenue-producing news- 
papermen can’t get your blinkers 
open in time, the same informative 
and graphically illustrated program 
will be kept available at all hours 
throughout the meeting in the Bur- 
goyne Suite. And that ain’t all that 
will be there, either! Be sure, too, to 
stop in and see Gorden Lewis in the 
Ad Age suite. He’ll be holding was- 
sail, too. And Sally Zippert, the car- 
icaturing gal will be on hand to 
make funny faces funnier (this some 
of us need like a hole in the head). 
Anyway, we'd like to see you for 
toast, dry or otherwise, at breakfast 
or in the Burgoyne Suite and any- 
body who doesn’t stop in is a crumb. 


xk 


New kages usually have a con- 
siderable effect on the sales of prod- 
ucts, up and sometimes down. A 
toothpaste manufacturer redesigned 
his package recently and wanted a 
quick check on his sales in certain 
areas. Burgoyne’s monthly audits in 
Canton, Grand Rapids and Spring- 
field brought him the information he 
wanted about sales in drug and gro- 
cery stores and he was able to go 
ahead with his proposed advertising 
and promotion program, tied in with 
the new 
facts and he ferreted them out easily 
and quickly with Burgoyne’s help. 


e 


You can do the same thing. Take 


your time with a letter, hurry with | 
a wire or rush with a telephone call. 


We're rarin’ to go. 


SMOCLAT Ss CRUE FON NE 
: Hye ean 


FIRST NATIONAL BANK BLDG., CINCINNAT! 2, OHIO 


ackage. The man needed | 


DIABETES CHECK—For 25¢, one can get diabetes information and a test 

tape from this Sugar-Chek vending machine introduced by Clinical 

Development Laboratories, Springfield, Ill. Live enzymes on tape, 

when moistened with urine, are sensitive to the slightest amount of 

sugar. Here Paul Becker, president of the laboratories, demonstrates 
the machine to pretty Marge Kraus. 


Store Displays, Not 
Ads, Are Real Sales 
Clinchers: McMahon 


advertisers send millions of shop- 
pers into stores demanding an ad- 
vertised brand, L. M. McMahon, 
sales promotion manager of Calavo 
Growers of California, told mem- 
bers of the Hollywood Advertising 
Club last week. 

The most advertising can hope 
for, Mr. McMahon said, is to create 
consumer preference and accept- 
ance for a brand. Preference and 
acceptance are enormously valu- 
able, but they don’t mean a thing 
in terms of sales until the brand 
receives active store promotion and 
display, he asserted. 

Speaking for Calavo, he termed 
point of sale merchandise display 
the most valuable advertising a 
product can get. 

“If my company were compelled 
to make a choice for a year or so 
between advertising and merchan- 
dise display, we would be com- 
pelled to vote for display,” he said. 


® Mr. McMahon said this choice 
has never been necessary, but with 
a virtual crop failure this year, 
resulting in a reduced budget, point 
of sale was not reduced propor- 
tionately. For a season, October 
through May, Calavo’s 1956 media 
budget was $80,000, compared with 
media budgets of $150,000 in 1955 
and $300,000 in 1954. The varying 
budgets reflect the size of the 
avocado crop upon which the Ca- 
lavo name is placed (the group 
represents approximately 65% of 
California’s avocado production). 
He said the disappearance of 
retail clerks as a result of self 
service has accounted for the im- 
portance of impulse sales at the 
retail level. “The point of sales 
display, or silent salesman, has re- 
placed the retail clerk and the 
point of sale display largely moti- 
vates the impulse sale,” he said. 


4 Because avocados have a very 
short season and are highly perish- 
able, Calavo Growers has for many 
years marketed a variety of other 
fruits to keep its sales organization 
|} together the year ‘round. Calavo 
Inow sells Hawaiian pineapple, 
| Hawaiian papaya, coconuts from 
| Honduras, California raisins, dried 
apricots and figs, figs from Greece, 
California pears and dates, dates 
from Iran and Iraq, South Amer- 


Hotitywoop, CaL., Jan. 15—Few cados. However, until this past 
| October, products other than avo- 


ican mangos, California and Flo- 
rida limes and Florida avocados. 
All of these companion items are 
promoted at the point of sale. Each 
has its own promotional budget, 
separate from that for Calavo avo- 


cados were sold under separate 
brands. Now, all products are being 
packaged under the Calavo name. 

This will make possible a pool- 
ing of funds and their use for 
media advertising of the whole 
Calavo line. Initially, some pooling 
of resources has been done at the 
point of sale, by developing mate- 
rial which can be used for as many 
as six companion items. 


@ Mr. McMahon said that his com- 
pany believes firmly in completing 
the merchandising job that begins 
with the formal advertising pro- 
gram. “It is a fundamental concept 
of our promotion program that we 
must sell the advertising before we 
sell the avocados.” 

In his opinion, over-all presenta- 
tions to salesmen in terms of “mil- 
lions in circulation” and “mass 
impression” do not do the job. He 
feels salesmen begin to think ad- 
vertising is for the millions and 
not for the one solitary prospect 
they must talk to. Instead, Calavo 
uses facts and figures to show cus- 
tomer benefits, how many will see 
the ad, how many will be ready 
to buy if the retailer ties in with 
floor stock displays. 

“National advertising must be} 
more than local advertising, it| 
must be brought down and ex-| 
plained as individual customer ad- | 
vertising,””’ Mr. McMahon asserted. 


Time Offers St. Regis Shares | 

Time Inc., publisher of Fortune, 
Life, Time and Sports Illustrated, 
will offer for sale shortly 350,000 
shares of St. Regis Paper Co. com- 
mon stock. The publisher owns 
363,700 shares of St. Regis. Brokers 
estimate that Time Inc. will make 
a capital gain of about $8,000,000 
to $9,000,000 on the transaction. 


Warner Bros. Income Down 
Warner Bros. Pictures Inc. has 
reported a drop in operating prof- 
its to $2,098,152, or 84¢ a share, | 
for the year ending Aug. 31, from 
$4,002,530, or $1.61 a share for the | 
preceding year Film rentals 
showed a slight increase to $77,- 
419,656 for the 1956 fiscal vear 
from $76,991,500 for the preceding | 


| year. 


Pacific Coast Mills, R&R Part: 
Paper Maker Seeks Agency 
Pacific Coast Paper Mills, Bel- 
lingham, Wash., producer of MD 
toilet paper and facial tissues, has 
terminated its agency relationship 
with Ruthrauff & Ryan, Seattle, 
effective April 1. The company has 
invited presentations by three Se- 
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Cecil & Presbrey as vp and account 
executive, eight years with J. D. 
| Tarcher & Co. as vp and copy chief 
| and two years with Young & Rubi- 
cam. At the same time, Joan M. 
| Wilke, formerly of Klau-Van Pie- 
| tersom-Dunlap, Milwaukee, joined 
Burnett as a copywriter in the 
Chicago office. 


attle agencies: Botsford, Constan- | 
tine & Gardner; Cole & Weber and Two Join Grey Advertising 
Miller, Mackay, Hoeck & Hartung. | Henry Peterson, formerly vp and 
R&R has held the account for 10) general manager of the Lentheric 
years. During this time the adver- | division of Olin Mathieson Chemi- 
tising budget has grown from $40,- cal Corp., has joined Grey Adver- 
000 a year to $300,000, established | using, New York, _& business 
on a per case basis. In spite of re- | ——- Prior to his association 
peated expansion in plant capac- | With Lentheric, he was assistant 
ity, sales now run 35 to 45 days | Marketing vp of the Squibb divi- 
ahead of production. sion. Catherine Z. Pitts, formerly 
executive tv producer of William 
Esty Co., has joined Grey as a tv 
| producer. 


Two Join Burnett Copy Staff 
Ben S. Laitin has been appointed 
a copy supervisor in the Chicago| Roberts Joins Hoyt Co. 
office of Leo Burnett Co. For the | Thomas R. Roberts, formerly in 
past two years, Mr. Laitin was| the media department of Doherty, 
a vp and account supervisor of| Clifford, Steers & Shenfield, has 
Grey Advertising, New York. Be-| joined the media department of 
fore that, he spent two years with | Charles W. Hoyt Co., New York. 


vehicles for moving food in 


WINSTON-SALEM 
and Northwest North Carolina 


The Journal and Sentinel newspapers 
not only dominate the important 
Winston-Salem retail trade center but 
also reach a combined 75% of 
114,360 families* in the vital 
11-county area of Northwest North 
Carolina—where 1955 retail food 
sales were $101,840,000. 


*1950 Census 


Continuous grocery 
inventory available 

to advertisers and 
agencies 

Every month the Journal and Sentinel 
research department surveys the 
distribution and sales progress of more 
than 450 food brands and sizes in 

the Winston-Salem Metropolitan Area. 
This service is available free to 


advertisers and agencies. Write Journal 
and Sentinel Pr tion Department. 


—and the way to influence the food buying habits of 
Northwest North Carolinians is through the pages of the -, 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 


JOURNAL and SENTINEL 


MORNING SUNDAY EVENING 
National Representative: KELLY-SMITH COMPANY 
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Sackheim, Margulies, 
Linked in Lawsuit, 
Sever Business Ties 


(Continued from Page 1) 
with the client. Mr. Margulies al- 
legedly conspired with Mr. Sack- 
heim to launch a business “similar 
in type” to International Gift. 


® Mr. Roach, in his suit, charged 


“misappropriation and diversion” | 


of funds and using money for ad- 
vertising “without consideration to 
the needs therefor but substantial- 


ly to get advertising fees and com- | 


missions.” 

Mr. Roach today told ApvERTIS- 
nc Ace that his suit against 
Messrs. Margulies and Sackheim 
and other defendants was settled 


out of court on Dec. 31, 1956. Ac-| 


cording to Mr. Roach, the defen- 
dants gave him “a comparatively 
large sum.” He described it as “in 
the six figures.” 


Mr. Sackheim is out of town this | 


week and R. B. Sackheim, presi- 
dent of the agency, told AA he did 
not want to discuss the subject. 
Mr. Margulies said his removal of 
the accounts “has nothing to do 
with the suit. Because we’re joined 
in a law suit doesn’t mean we have 
to be married to one another. Ac- 
tually, I haven’t been too happy of 
late with the advertising Sackheim 
had been doing.” 

Then he added, “we don’t think 
it’s been producing what it should.” 

Mr. Margulies said he plans to 
name another agency shortly. 


® Meanwhile, a plaintiff in the 
$1,950,000 suit against Margulies 
and Sackheim, Sidney Anschell, 
whose office is in Seattle, is in New 
York this week. He told AA his suit 
is actually two actions, one sched- 
uled for federal court in Trenton, 
the other for New York City. Mr. 
Anschull said trial in New York 
will begin in April. 

Mr. Anschull, together with his 
brothers, Girard and Grosvenor, 
seeks $500,000 for Mr. Sackheim’s 
alleged “violation of his relation- 


ship with plaintiffs”; $200,000 for | 


damages stemming from “false 
representations, statements and 
promises” made by Mr. Sackheim, 
and $300,000 for “conspiracy” to 
get “secret information” and com- 
pete with International Gift. They 
want $750,000 because the Sack- 
heim-Margulies operation of 
Around-the-World Shoppers Club 
resulted, they said, in sales of over 


$5,000,000 and “substantial pro-| 


fits.” They also seek an accounting 
to list the profits allegedly made. e 


C. E. Puckette Dies; 
‘Chattanooga Times’ 
General Manager 


CHATTANOOGA, Jan. 16—Charles 
McDonald Puckette, 69, general 
manager of the Chattanooga Times 
and vp of the Times Printing Co., 
died yesterday after an illness of 
several months. 

Mr. Puckette, who had been 
president of the Southern Newspa- 
per Publishers Assn., had been un- 
able to attend the November con- 
vention of that group in Boca 
Raton. At that time he was said 
to have been suffering from a back 
ailment. 

Born in Sewanee, Tenn., Mr. 
Puckette attended Sewanee Mili- 
tary Academy and the University 
of the South. He held bachelor’s 
and master’s degrees. In 1908 he 
joined the New York Evening Post 
as a reporter when the paper was 
owned and edited by Oswald Gar- 
rison Villard. He became city edi- 
tor eight years later and managing 
editor a year later, when he was 
30. 

Mr. Puckette moved to the New 
York Times in 1924 as assistant to 
the business manager. His job was 
to make sure that advertising met 
the standards laid down by Pub- 
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Four A’‘s Committee on Ad Content 
Reports Decline in Complaints 


(Continued from Page 1) 
jmanent in form, and because it 
|ean be torn out and sent in). 

6. In breaking down some 1,669 
complaints, the top offending class- 
ification was drugs and pharma- 
ceuticals. The alcoholic beverage 
classification was tenth. 

Thereafter the complaints 
dropped off rapidly, scaling down 
through nine more classifications 
to 15 complaints about religous in- 
stitutions’ advertising, nine about 
school advertising and three about 
| “government.” 
| (The machinery complaints were 
/mostly centered around the un- 
draped babes in business paper 
lads, which were found sugges- 
| tive.) 


. Ten years ago the American 
|Assn. of Advertising Agencies 
adopted an Interchange of Opinion 
jon Objectionable Advertising. Its 
|object was to establish a fair, vol- 
untary and effective agency self- 
|regulation of advertising. 

The original group, headed by 
the late Allen L. Billingsley of 
Fuller & Smith & Ross, intended 
|(a) not to duplicate the work of 
‘existing regulatory groups, (b) to 
reduce the amount of objectionable 
advertising which skirts the law 
but is liable to criticism and (c) 
to recognize that judgment of this 
kind on advertising is a matter of 
opinion and differs. 


® During most of its early years, 
it simply collected complaints and 
forwarded them to agencies han- 
dling the campaigns singled out for 
criticism. About 18 months ago it 
switched to a more effective pro- 
cedure; any agency may submit a 
criticism, but before it’s forwarded 
to another agency, it is circulated 


pervised the Times’ 
campaigns. 
In 1932 he was named assistant 


to Arthur Hays Sulzberger, then 


promotion 


lisher Adolph S. Ochs. He also su-| 


to committee members, who vote 
as to the validity of the criticism, 
and whether it is significant. Since 
that time, of 147 complaints sub- 
mitted, 112 were called not serious 
or unjustified. Of those that were 
transmitted to agencies, only four 
instances found agencies replying 
that the ad content was beyond 
their control. One campaign was 
completely discontinued. Others 
were altered. And in a few rare 
instances, agencies have resigned 
accounts where their viewpoint 
could not prevail. 


s The present chairman is Arthur 
E. Tatham, of Tatham-Laird, Chi- 
cago. His predecessors were Ken R. 
Dyke, Young & Rubicam (1953- 
54), George C. Reeves, J. Walter 
Thompson Co. (1949-52) and Mr. 
Billingsley. 

Over the years, the misleading 


copy category accounted for 608) 


complaints, and the big year was 
| 1953, with 120 cases processed. In 
1955 there were 24 cases, second 
only to 1949’s 16. 

In suggestive advertisements, 
there have been 417 complaints in 
a decade, rising to 75 in 1947. 
There were 20 in 1955, second to 
1949’s 14. 


s In the third category—adver- 
tisements otherwise harmful to ad- 
vertising—417 cases were handled. 
Again, 1947 was the big year—128 
cases processed; there were 18 in 
1955, and the low point was 1952, 
with 13. 

Over-all, 1955 had only 62 cases 
processed, far from the 268 of 1947. 
The committee has been said to 
have the objective of working it- 
self out of a job. Mr. Tatham said 
yesterday that presumably a Four 
A’s agency could be dropped for 
|non-compliance, but he empha- 
sized that the policy of the group 
foreswears pressure. Any agency 
may use the interchange; it is not 
restricted to Four A’s members. 
In general, the committee’s cri- 


vp of the newspaper. In 1942, when | terion has been the association’s 
the general manager of the Chat-|copy code, which prohibits false 
tanooga Times—which is owned | statements and misleading exag- 
largely by the same people who/gerations, misrepresentation 
own the New York Times—went | through distortion of detail editori- 


was named to act in his place. In| suggestions offensive to public de- 
1944 he was named permanent | cency. 

general manager. ®| Also, statements which can un- 

dermine an industry by attributing 

Younger Names Kohler to its products generally faults true 

Younger Mfg. Co., Los Angeles,|of only a few, misleading price 

maker of bifocal lenses, has named | claims, pseudo-scientific advertis- 


(Continued from Page 1) 
refuse renewal of their loans unless 
new capital was raised, and when 
other forms of raising capital ap- 
peared to be impractical, he said. 


nent solution would be needed for 


he combed the financial district 
for proposals and talked over his 
problem with brokers, friends and 
even competitors. 

He was introduced to prospec- 
tive “angels,” but in some in- 
stances he found they wanted too 


wanted to dabble into editorial 
management, he said. 


® In the period when fund raising 
was under consideration, Mr. 
Smith found himself in disagree- 
ment with Board Chairman Clar- 
ence Stauch. Edward Elliott of El- 
liot & Co. contended that Publica- 
tions Inc.—which held 26% of the 
Crowell-Collier stock and exerted 
operating control—ought to take 
$1,000,000 of the proposed issue of 
debentures. But Mr. Stauch re- 
ported directors of Publications 
Inc. were unwilling to go along. 

In mid-1955, when the decision 


Elliott & Co. neutralized Publica- 
tions Inc. by taking options on 
200,000 shares of its Crowell-Col- 
lier stock, and Mr. Stauch stepped 
down from the presidency, as part 
of an extensive reorganization. 
Some of the most detailed ques- 
tioning centered on Mr. Smith’s 


# On notice that a more perma-| 


the company’s financing problem, | 


much control; in others they even | 


to issue the debentures was made, | 


CC's Financial Gyrations to Save 
Magazines Aired at SEC Post Mortem 


ing complied with SEC law. 

| The proposal to enable Mr. 
Smith to obtain 25,000 “warrants” 
for 1¢ each had come up at the 
July 6, 1955, finance committee 
|meeting, when the full plan for 
the issue of debentures “crystal- 
lized.” At that time Mr. Smith al- 
ready had options for 25,000 shares 
of stock at $5.81 under the Crow- 
ell-Collier stock option plan, but 
he said he did not consider this 
sufficient. 


s At the meeting, Mr. Smith said, 
Mr. Elliott—who handled the un- 
derwriting and subsequently be- 
came chairman of the Crowell- 
Collier finance committee—took 
the position that as underwriter 
he felt the president of the com- 
pany should have more “incentive 
opportunity.” He suggested that 
Crowell-Collier issue 125,000 war- 
rants to Elliott & Co. as compen- 
sation for handling the debentures, 
and that 25,000 of these be resold 
to Mr. Smith at 1¢ each. 

In reply to questions, Mr. Smith 
said the warrants were never used 
and that he offered to return them 
to the company at the board meet- 
ing of Dec. 14, 1956, at the time 
the decision was made to suspend 
Collier’s and Woman’s Home Com- 
panion. While the offer was re- 
jected at that time, he said that 
two weeks ago his warrants, to- 
gether with warrants and options 
still held by Mr. Elliott, had been 
turned back to the company. 


s One of the more heated mo- 


negotiations with Elliott & Co. in| ments in the hearing came when 
advance of the decisive July 6,| Mr. Tracy produced several press 
1955, board meeting. His meetings | Teleases distributed by Crowell- 
with Carl Hoffman and Carl | Collier. Pointing out that one of 
Chandler, both clients of Mr. Elli-| the most optimistic was issued 
ott, produced no funds, although | Just after the board decided to go 
both of these men subsequently ahead with the sale of securities, 
joined the Crowell-Collier board | the SEC attorney suggested that 
when Elliott & Co. was retained | the releases might have been is- 
to handle the firm’s financing. sued to influence investors. 

Mr. Smith snapped back that 
® Uuder careful questioning by | is area of interest and concern 
Ralph Tracy, SEC attorney, and | went beyond investors, extending 
by Daniel J. McCauley, hearing| Particularly “to the advertising 


examiner presiding over the case, 
Mr. Smith was unable to recall 
when Mr. Elliott first proposed a 
private issue of convertible deben- 
tures, but he admitted that he dis- 
cussed the idea with Samuel 
Goldwyn four to six weeks before 
the plan was submitted to the 
Crowell-Collier finance commit- 
tee. Mr. Goldwyn subsequently 
subscribed for $50,000 of deben- 
tures “to show his confidence and 
affection.” 

Since he had been cautioned 
that an offering involving more 
than 30 investors might not qual- 
ify as a private issue, he generally 
avoided any visits with prospects, 
he told the hearing. 

However, he visited Chicago 
with Mr. Elliott to talk with three 
individuals who subsequently sub- 
scribed for nearly a fourth of the 
initial $3,000,000 issued (The re- 
maining $1,000,000 was issued in 
1956). The three—J. Patrick Lan- 
nan, S. James Crowley and Joseph 
E. Dempsey—recently joined the 
Crowell-Collier board. 


| fraternity.” 

| In the past, he said, the com- 
| pany had myriad rumors to con- 
tend with, and had become acute- 
ly aware that “advertisers had 
wonderful shyness” about buying 
space in publications, regardless 
|of quality of circulation, “when it 
| was rumored they were in deep 
financial trouble.” 


= During the first half of 1955, for 
the first time in several years, the 
company was showing a profit. 
“This was the first chance we had 
to tell about it,” he said, “and we 
took advantage of it.” 

Only the year before, he re- 
called, one of the most substan- 
tial advertisers in Woman’s Home 
Companion canceled $1,000,000 of 
advertising “because the head of 
the company had seen our 1953 
financial statement and ques- 
tioned why his advertising manag- 
er should invest any such money 
in a publication so endangered.” e 


= Mr. Smith was asked whether | 


Columbia River Moves Account 
from Botsford to Manoft 
Columbia River Packers Assn., 


he wasn’t concerned to find that! Astoria, Ore., packer of Bumble 
the group of 27 investors included | Bee seafoods, has moved its ad- 
several corporations as well as in-| vertising account from Botsford, 
dividuals. At another point the| Constantine & Gardner, Portland, 
SEC attorney wanted to know) to Richard K. Manoff Inc., New 
whether he was concerned to find | York. 
original investors had sold some The Manoff agency, headed by 
of their debentures to others, and|a former vp and account super- 
that a portion of these were being| visor of Kenyon & Eckhardt, 
converted to stock. started business in March, 1956, 
He said the amount of conver-| with the advertising account of 
sion was small compared with the| Welch Grape Juice Co. Recently 
| total issue, and that his chief con-| it added Ambassador scotch whis- 


the Albert A. Kohler Co., Old|ing and testimonials which do not|cern was to get money for the | ky and Ambassador gin handled 


Greenwich, Conn., to handle its | reflect true choices of competent! company. He said he relied on| by Quality Importers (AA, Jan. 


advertising. witnesses. 


-@| Mr. Elliott’s word that the offer-' 14). 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 
noon 5 days preceding publication date. Display classified takes card rate of 
$16.50 per column inch, and card discounts, size and frequency apply. 


HELP WANTED 


HELP WANTED 


CONSULTING & SPACE SALES 
Excellent opportunity for 
hard working and creative salesman with 
prestige organization. Will sell trade paper 


Cover eastern area from N.Y.C. 40% 
travel. $8,000-10,000 starting salary, bonus 
and expenses. Send resume, 


confidntisal. NYC interviews. Testing and 
medical exam required. Position leads to 
management. 
Box 9228, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


JOB MARKET 
f 


er 
CREATIVE TALENT 
ADMINISTRATIVE PERSONNEL 
MOLENE 
Bankers Bldg. Chicago 3 


If You're in ADVERTISING 
Your Job is MY BUSINESS 
Call Miss Barnard at 
Wa. 2-2306 for the really 
BIG positions in Advt. 
Radio, TV, Publishing and 


ADVERTISING SALES DIRECTOR old es- 


energetic, | tablished trade magazine, ample travel, 
Need 
space and management consulting serv- | 
ices. 2 to 5 years sales experience. Age 26- | 
30. Degree essential. Excellent appearance. | 


shirt sleeve selling, 
your experience, qualifications, 
remuneration requisites, and availability. 
Box 9227, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 


Texas based. 


references GEORGE WILLIAMS - PLACEEMENTS 
and state present annual salary. Strictly | 


209 S. State St. Ha 7-1991 Chicago 
ARTISTS-One all-round; one beginner. 
Va. city of 100,000. Ideal living conditions. 
Give experience, age, salary range. 

Box 9249, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ii. 


AGENCY-EXPERIENCED COPYWRITER 
Continuous expansion program opens key 
copy spot at this established Midwestern 
agency. Job demands seasoned writer who 
is prolific in all print media—some radio 
and TV experience also desirable. Quali- 
fied candidates up to age 45 assured fair 
consideration. Good starting salary with 
scheduled increases for right man. Send 
resume and representative samples of 
your creative work. (Samples returned if 


starting | 


HELP WANTED 


POSITIONS WANTED 


SALES OPPORTUNITY 
We are looking for a man under 35 who 
can immediately, or after a short training 
period, sell and service local and national 
advertising accounts. We are located in 
Chicago and are the fastest growing com- 


my in the direct mail advertising field. | 


he right man is assured an excellent fu- 
ture. Send full resume in confidence with 
first letter. 
Box 9132, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Ad Agency Artist Wanted 
If you have creative talent, can make 
powerful comprehensive layouts and sharp 
finished art, growing lowa agency has fine 
opening. Metropolitan city of 100,000. 
Good golf courses, boating, fishing. Send 
full details, references. 
Box 9253, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
WANTED: Research Man (Alive) 
We have lots of room for a young man 
with 1-3 yrs. agency, advertiser, or media 
research experience. Knowledge of one or 
more of following helpful: consumer sur- 
veys, questionnaires, sampling, media re- 
search, MCRA, Nielsen, sales analysis. 
Much more important: we want a man 
who doesn't cry “uncle” easily - who asks 
for help only when he’s really out of gas. 
You won't be a specialist. You'll get a 
crack at a wide variety of creative re- 
search. We're a small (5 people) —~ gg so 
your work won't get lost in the shuffle. 
Write: H. E. McDonald 
Research Director 
Fitzgerald Advertising Agency 
Lee Circle Bldg. 
New Orleans 13, La. 


desired.) All replies confidential. 
Pub. Rel. See me now !!! Box 9252, ADVERTISING AGE 


202 S. State St., Suite 1302-4 


200 E. Illinois St., Chicago 11, Illinois 


June 8-17, 1957, the U.S. Navy will sponsor an Interna- 
tional Naval Review in Hampton Roads, Virginia, just 
off the Norfolk Naval Base. The State Department re- 
cently sent invitations to more than twenty Nations, in- 
viting each to send warships to participate in this historic 
event with special High Command ceremonies on 
June 12. 


To greet the Government and Naval officials and to present 
the program of events to the naval personnel and visitors, 
the Norfolk-Portsmouth Virginian-Pilot and Ledger-Star will 
publish a souvenir edition, to be titled “A Salute to the 
Navies of the World." To prepare this elaborate publication 


WE NEED HELP 


especially experienced 
advertising people 


We will require several combination advertising copy writ- 
ers who have experience in producing such an edition. We 
do not want high pressure experts, but conscientious men of 
ability who oak an opportunity for permanent employment. 
Immediately following the International Naval Review, we 
will clear the decks and plan another special edition for the 
opening of the Hampton Roads Tunnel, which will connect 
Norfolk with Newport News, Warwick and Hampton Penin- 
sula, thus providing continuous six to eight months employ- 
ment through these two special promotions. Advertisin 

salesmen whose records prove better than the average will 
be selected for permanent positions on our regular staff. 


Just to indicate the magnitude and scope of the International 
Naval Review plans, here are some of the events designed as 
part of the entertainment program for the officers and men 
of the International Fleet, as well as the civilians in attendance 
ot the Jamestown Exposition ceremonies: A Broadway Musical 
Show with original cast; An outdoor Western Show, complete 
with Rodeo, Indian Dances, Mock Stagecoach Holdup, etc.; 
Six Jazz Shows featuring the top Jazz bands in the country; 
Various types of cultural events, such as symphony orchestra, 
chamber music, ballet, instrumental and cout soloists, metro- 
politan opera stars, modern dance (Jose Limon); an Ice Show; 
A typical American County Fair featuring an industrial trade 
show in which the nation's top industries will present a “Look 
at the Future"; an Aquacade; Professional Boxing Show, na- 
tionally televired; Amateur Boxing Show; Major League Base- 
ball Game; Power Boat and Water Skiing Regatta; Country 
Music Show; Folk Dance presentation (University of Pitts- 
burgh); Movie Premiere—at least one; Nationally televised 
TV Shows; Intership Athletic Events; Beach Parties; Special 
Church Services; Sightseeing trips and Harbor Tours. 


The edition saluting the Navies of the World will have wide 
and extra circulation distribution, not only aboard each of 
the warships, but also through attractive mail-away souvenir 
wrappers that will be made available to the thousands 
of visitors coming to this area for the Jamestown Exposition. 
We are offering to experienced combination advertising 
writers and salesmen a most attractive salary plus bonus 
proposition and we are starting immediately to select this 
special staff, which will be under the supervision and direc- 
tion of our regular advertising department executives. If 
you think you can qualify and are interested in working on 
either or both of these special editions, write at once, giv- 
ing full particulars as to your experience and we will forward 
you complete details on salary and bonus arrangements. 
Address All Replies to: 


Ellis Loveless, Vice President and Advertising Director, Norfolk, 
Portsmouth Virginian-Pilot and Ledger-Stor, Norfolk, Virginia. 


CREATIVE AD MAN 
Large producer of packaging materials re- 
quires well-rounded, creative advertising 
man, familiar all phases of advertising 
and promotion. Ability to create ideas and 
write own copy is very important. Pack- 
aging experience preferred. Metropolitan 
New York location. Age to 40, salary open. 
Our advertising employees know of this 
ad. Send resume. (Mark confidential if so 
desired.) Box 9254, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
AVIATION PUBLIC RELATIONS 
MAN WANTED 

We are looking for an able PR executive, 
preferably in his early 30's, with aviation 
experience, to work on one of our ac- 
counts in New York. He must be a good 
writer and contact man with newspaper, 
magazine and perhaps company experi- 
ence. We want a man with initiative who 
is ready and able to take responsibility 
and build his own future. Write to us in 
confidence, giving us your background, 
age and salary required. Interviews will 
be in New York. 

Apply Box 9251, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
EDITOR-WRITER 
Let’s exchange resumes. We'll tell why 
working in Madison, Wisconsin, is delight- 
ful; of the challenging opportunity with 
our four-magazine publishing company. 
You tell us about yourself, your ability as 

an editor-writer, your ambitions. 
Write Editorial Director, 2132 Fordem Av- 
enue, Madison 1, Wisconsin. 

ASSISTANT PROMOTION MANAGER 
Real opportunity for bright young adver- 
tising man as Assistant Promotion Man- 
ager of large metropolitan daily and Sun- 
day newspaper. 

We are looking for a man with ideas who 
can create and direct the production of 
visual sales presentations, promotion ad- 
vertising and direct mail material; who 
has the knack of working with people; 


who is familiar with sources of market | 
information and who is willing to apply | 


himself to all phases of newspaper pro- 
motion. 
This is a real opportunity with one of 
America’s leading newspapers. Send com- 
plete resume and salary range to: 
Box 9255, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


ASSISTANT EDITOR 
Publisher in professional magazine field 
needs bright young man experienced in 
editorial production. Knowledge of indus- 
trial processes helpful but not essential. 
Pleasant working conditions in midwest 
university town. Salary commensurate 
with experience. Write, giving full details, 
to: Box 9256, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Philosophy: Yes, It Can Be Dene! 


experience. With present firm 9 years. 

Control expert on engravings, lithography 

and letterpress. Wants challenging change. 
Box 9155, ADVERTISING AGE 


20 years practical graphic arts production 


Sales-minded art director. Broad experi- 
ence: appliances, agricultural, hard lines, 
industrial, furniture. Interested in aggres- 
sive small or medium Chicago agency. 

Box 9250, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT MAN (OR ASS’T) 


are valuable. Employed as Account Exec- 

utive., seeking more responsibility. Back- 

und ... 15 years selling-promotion- 

trade relations-administration in travel 

field. Young-married-New York area. 

Box 9257, ADVERTISING AGE 

480 Lexington Ave., New York 17, N.Y. 
TOP CREATIVE ART DIRECTOR 
AND LAYOUT MAN AVAILABLE 

Perm. or free lance basis. Chicago only. 
Box 9258, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


On airline and travel industry accounts 
my contacts, experience and knowledge 


COPY, CLIENT CONTACT exp. automo- 
tive. aviation, farm, export, also produc- 
tion. Control 3 accounts. Chicago area. 

Box 9259, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Mature woman wants resp. production 
desk with ad agency or art studio. Excel. 
agency background as prod. mgr., also cl. 
contact, mdsing, media. Sal. open. 

Box 9260, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


ACCOUNT EXECUTIVE with prestige 
$75,000 food account wants to make a con- 
nection with a good Chicago agency. 

Box 9261, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Copy-contact man and layout-finish artist 
accustomed to working together on indus- 
trial accounts. Some billing goes with us. 
$20M buys both. 

Box 9262, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TV-RADIO WRITER-PRODUCER 
Composer-copywriter and production man 
heads own 8-year-old jingle and spot firm. 
Now seeks long-pull opportunity with 
agency or advertiser. Solid creative think- 
ing for all media. Contact and business 
management experience. Blue chip air 
credits in grocery, drug, beverage, candy, 
appliance, tobacco and apparel categories. 
Age 38. Family man. 

Box 9263, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


FREELANCE COPY that gets to the point, 

rough layouts. Each job judiciously ana- 

lyzed, strongly written. M.O. Copy Chief. 

Write Box 9264, ADVERTISING AGE 
200 E. Illinois St., Chicago, Illinois 


MEDIA MAN 
Media director (2-man dept.) at small 
agency desires to grow. Experienced in all 
major media plus direct mail. Age 33 with 
5 years advertising background in media 
and copy. Used to handling a lot of prob- 
lems simultaneously. Resume on request. 
Box 9265, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


COPY CONTACT MAN 
$10,000 
Good all-around writer in print 
media, including collaterals. Back- 
ground in electronic or electrical 
industrial products necessary. 
qualified, write in confidence. 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABAS sENCY 
202 S. State, Chicago 4 
WAbash 2-5020 


PRODUCTS SURVEY 


Group or individual services 
available. Experienced phone 
and field workers for Chicago 
and Metropolitan area. Day- 
Night. Box 412, Advertising Age, 
200 E. Illinois St., Chicago 11, Ill. 


| 
PRODUCTION MAN—TYPE DIRECTOR | 


paper ads. 
480 Lexington Ave., New York 17, N.Y. | 
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POSITIONS WANTED 
FEW ADVERTISING COPYWRITERS 
are also “in-the-know” when it comes 
to Co-ordinating, commentating fashion 
shows, Home promotions, Displays, pub- 
licity plus handling operations for news- 


THIS FEMME Is!!! 
Fine background includes 5 yrs., top dept. 
store exp. 
Box 9266, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
TO AN ACCOUNT MAN looking for a 
right arm: I’m a mature but modern fe- 
male, an excellent top-grade secretary, 
but with no specific ad agency experience. 
I'd like in the agency business. Whoever 
hires me will be getting a good thing. 
Box 9267, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
DOUBLE DUTY AD MAN 
Offers unusual blend of writing and man- 
agerial skill. Can effectively create and 
communicate ideas. Strong on admin. de- 
tail. Over 6 yrs. exper. 2 yrs. as agency 
copywriter, also major daily newspaper, 
leading nat’l mfgr. Know merchandising, 
sls. prom., mech. prod. Main exper. in ap- 
pliances, beauty products, banks, indus- 
trials, retail. Now 32, with most productive 
years immediately ahead. Univ. grad. Mar- 
ried. One child. 
Box 9268, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
Contreller-Off. Mgr. 38 
thoro exp. Ad Agency Methods, Proce- 
dures; Budgets, Forecasts; Financial, Per- 
sonnel Mgmt. Client Costs & Cost Control. 
For complete administration of your agen- 
cy write: Box 9269, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 
PSYCHOLOGIST, PH.D., Young, interest- 
ed in applying top-notch & varied re- 
search and clinical experience in advertis- 
ing, marketing and related fields. 
Box 9270, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


REPRESENTATIVES AVAILABLE 
Young, poised and highly creative repre- 
sentative seeks publication. Will complete- 
ly cover N.Y.C. and north east. Excellent 
producing record. Offering top agency and 
company contacts, energy and ambition. 

Box 9166, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 
“Advertisers! Test rural suburbia in San- 


ders Genesee Valley publications, Geneseo, 
N.Y.” 


BUSINESS OPPORTUNITIES 
Industrial Publication for Sale 
Box 9271, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 

TO S8-T-R-E-T-C-H EXECUTIVE TIME 
and for all who work on a schedule and 
can’t afford to miss a deadline. . .use this 
desk-pad-size JUMBO PANNING CAL- 
ENDAR: one 17” x 22” sheet for each 
month with a large 2%" square box for 
each day to give you plenty of space to 
write your commitments and make notes 

. .to help you plan your time in advance. 
Also on same sheet small calendar of pre- 
ceding and following month. Supply lim- 
ited! Send $2.75 for one, $10 for five or 
$20 for a dozen JUMBO CALENDARS to 
COLORTONE PRESS, Creative Lithe- 
graphers & Photo-Typographers 2412-24 
17th St., N.W., Washington 9, D.C. 
Buy saturation coverage on TY & Radio 
Giveaway shows in Los Angeles & the 
West at low cost. Film Star Endorsements 
also arranged. Write Reberis & Gail, 4880 
Hollywood Bivd., Hollywood 28, Calif. 
Typewriters, adding machines, duplicators. 
FREE wholesale price list. Earn extra 
money. National, 229 8. Wabash, Chicago, 
Ill. Dept. AA 


Our 46th Year 
COPY, ALL MEDIA, heavy 
cosmetic exp. $25 
COPY. Knowledge food mktg., 
maeecnendiaing $16-18,000. 
COPY SUPERVISOR, mostly 
indust. Agency. $12-14,000. 
COPY-CONTACT, indust. hea 
fringe benefits 4 


000. 
GLADER CORPORATION 
“The Agency’s Agency” 
Don Harris, Dir. Adv. biv., 


110 S. Dearborn CE. 6-5353 Chicago 


COPY-CONTACT man wanted by 
long-established Florida agency. Age 
30-40. Man with cigar or tobacco 
and merchandising experience pre- 
ferred. Write: Newman, lynde & 
Associates, Inc., 1628 San Marco 
Bivd., Jacksonville 7, Fla. 


ba 


bound. Price $36,500. We'll gladl 


In the tradition of old New England - - - 


is a sparkling new, nine-room Colonial home our client is offering for im- 
mediate sale. Located in Wellesley, Mass., where suburban living is truly 
utopia, (Boston commuting 30 minutes) there are 5 spacious bedrooms, 2'> 

s, den, large living and dining rooms, G.E. automatic kitchen, 2-car 
garage, cellar, attic. Located on dead-end street admist stately trees . . . its 
convenient location to Route 128 —_ it the value for any executive N. E. 

sen 

Lord & Co. Inc., Advertising, 171 New 


_— and floor plans. Write John 
ury Street, Boston 16, Mass. 


is dreaming of us 
and frankly, 


a successful and 
we're convinced 


should a 


be nice if he has a creative touc 


curity myth 
the niche we're tryi 


compensation arra 
here knows about 


somewhere a frustrated, imaginative 
ADVERTISING EXECUTIVE 


We need a CREATIVE SALESMAN. While we're not an agency, but 
(people tell us) dynamic ayy +4 res display firm, 

; that our man is most likel 

of advertising or sales executives. H 

the complex structure of advertisi 


reciate the vital role play by p-o-p promotion. It would 


If you're frustrated and stymied in your slot, bored with the se- 
and anxious to change horses in mid-stream, we think 
to fill is cut to your measure. What's in it for 
you? The solid, stimulating support of a highly creative organization, 
the chance to virtually run your own show, and a sky’s-the-limit 
ement. Stop dreaming, drop us a line. Everyone 
is ad and we'll respect your confidence. 


Box 415, ADVERTISING AGE 200 E. IiMinois St., Chicago 11, Ill. 


we're dreaming of him. 


‘ound in the r 
intimately familiar with 
and merchandising and he 


e must 


to boot. 


WANTED: OUTSTANDING 
CAREER ADVERTISING WOMAN 


WITH RETAIL BACKGROUND 
Mid-west 4-A agency seeking creative super- 
viser for 2 blue-chip accounts in women's 

rel field billing over $1,000,000 annually. 

ere is a once-in-a-lifetime op- 

rtunity for the right woman. 

tarting salary is well in five fig- 
ures with ample benefits. Job is 
a challenging one. Calls for a 
woman with the experience and 
creativity to come up with orig- 
inal, practical promotion ideas. 
She must be able to write 'way- 
above-average fashion copy for 
both magazines and newspapers. 
She must be able to get most been 
copy and art staff working under 
her direction. Should have the 
tact and diplomacy for success- 
fully carrying off frequent direct 
contact with client. Prefer woman 
with both agency and retail back- 
ground whose experience includes 
5 to 10 years of writing and super- 
vising copy in fashion and apparel 
fields. Age 30 to 40. Write, giving 
age, education, work and earnings 
history. Please include a few 
representative copy samples and 
recent snapshot. 

Box 414, Advertising 

200 E. Illinois St., Chicago 11, Il. 
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Publication Art Director 


{ Important business publication organization is looking 


for a real, honest-to-goodness working art director who 


: understands publication layout and illustration, but also 


knows how to work with type to best advantage, par- 
ticularly in the presentation of statistical material and 


charts and graphs. If he can do some artwork himself, 
so much the better. But he must be able to handle edi- 
torial presentation on a volume basis while working with 


St., Chicago 11. 


budget figures that don’t allow for too much expense. 
Working conditions are good, even if hectic; the location 
is Middle West, and salary is open. Write in complete 
confidence to Box 413, Advertising Age, 200 E. Illinois 


Barrow s Report 
to FCC Portends 
Changes for TV 


(Continued from Page 3) 
could be considered on a case-by- 
case basis. 

While it is still “interim” and 
subject to subsequent reconsid- 
eration, the report on multiple 
ownership gives a clue to Dean 
Barrow’s thinking on a number of 
important issues. 

Possibly one of the most signifi- 


——— -- 


The Midwest's 
outstanding placement 
service for Adv. - Art & 

allied fields. 

By appointment only 
59 E. MADISON « SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


BIRCH 
ae 


E xecutive 
Placement 
Counselors 


PLASTICS DESIGNER 
Manufacturer of POINT-OF-PURCHASE 
displays requires FREE LANCE design 
work on VAC-FORM displays at peak 
periods. Write to 

MIRRO-PRODUCTS CO. 


High Point, W. C. 


cant is his attitude toward the big 
financial interests which have 
been buying their way into tv in 
recent years, bidding station 
prices to sky-high levels. 


s He warned that the basic idea 
that broadcast stations should be 


fast 


St., Chicago 11, Il. 


moving POINT-OF-SALE DISPLAY FIRM 
wants CREATIVE PRODUCTION EXECUTIVE 


We're an organization pegged as a leader in the growing Point-of-Purchase 
ad medium. We're moving up fast and need a man with a thirst for progress. 
Here's a key spot for a production man with executive capacities, who 
craves responsibilities and can make decisions. A knowledge of printing, fin- 
ishing, and materials, coupled with estimating and purchasing experience, 
and topped with creative drive can pay off handsomely. If you're playing 
second fiddle in this or an allied field and can better prove your talents 
elsewhere, we're prepared to offer an exciting proposal. We're anxious to 
review your qualifications. Box 406, ADVERTISING AGE, 200 E. Illinois 


locally owned has already been 
seriously eroded as a result of the 
growth of multiple ownership. 
“In any event,” he cautioned, “a 
reexamination and restatement of 
the individual station’s responsi- 
bility to the community served is 
needed in connection with any re- 
appraisal of the multiple owner- 
ship rules.” 

The report finds little to justify 
multiple ownership. It notes that 


the chain operators argue they 
represent a countervailing force 


ing the terms of the network-af- 


ownership rules.” 

From the tone of the report 
/there are hints that the study 
| group already is compiling data 
| to show that multiple owners are 
| able to get better deals from the 
| networks, spot reps and film sup- 
pliers than independently-owned 
| competitors. 

“The advantages accruing to 
multiple owners are sufficiently 
important to place single owners 
in the same markets in an unfav- 
orable competitive position with 
respect to network and spot busi- 
| ness,” it says. 


® Dean Barrow said some of the 
larger multiple owners have ad- 
vantages in getting primary NBC 
and CBS affiliations, better rates 
of network compensation and 
|higher station rates for network 
sales, network representation in 
the spot field, and inclusion in the 
“must-buy” list. 

“At least five of the multiple 
owners are able to combine their 
stations for compensation purpos- 
es,” he wrote. “How important 
this competitive advantage is may 


MEXICO 
Long established fully equipped 


Mexican Agency seeks connection 


ADVERTISING 
MERCHANDISING 
MAN... 


ready to accept heavy responsibility 
on either side of the fence, as 
either an ad manager or account 
executive. Currently with one of 
the top twenty agencies in the 
country. Have more than 12 years 
of experience in consumer field 
with both client and agency. Cre- 
ative chores have included every- 
thing of a Sales Promotion, Point 
of Sale, Merchandising and Adver- 
tising nature. Have worked in every 


media. Interests keep me in Chi- 
cago. Salary .. . an item for dis- 
cussion. 


Box 404 ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Til. 


MARKET RESEARCH 
POSITION 


Large, progressive, nationally prom- 
inent food processor wit. merchan- 
dising activities heavy in pre-pack- 
aging. Location in a medium sized 
mid-west university city that has 
won national recognition for its 
scenic setting and its recreational, 
cultural, and educational facilities. 
Position is a staff addition. Qualifi- 
cations should include from 2 to 5 
years market research experience 
and college degree in marketing or 
a closely related field. Send com- 
plete resume, including salary re- 

uirement to Box 407, Advertising 

e, 200 E. Illinois St., Chicago 11, 
Illinois. 


U. S. Agency to service latter's 
Mexico accounts. American owners. 
References. Producciones Jaime del 
Campo, S. A., Av. 


Chapultepec for résumé. 
151-203, Mexico 6, D. F. BOX 411, ADVERTISING AGE 
200 E. Illinois St.. Chicago 11, Ulinois 


|| ASST. AE. WANTS TO SHOULDER 


ACCOUNT EXEC’S “Worry-Bird”’ 

/ Sturdy right arm for overburdened A.E. 
‘| 10 years advertising . . . production, 
retail, distrib., mfg., agency. ow print 
media. Copy and contact. Publicity. Good 
pian writer and program creator. Fresh 
vivid sales ideas. Hard worker—high in- 
tegrity. Early 30s. Married—1 child. Write 


DOUG SMITH, INC. 


A complete placement service 


of Ad men, for Ad men... by an Ad mat 


TRADE PAPER 


32 year old man with a soild background 
in not only space sales, but with a first 
hand knowledge of the manufacturer and 
the retailer is looking for a connection 
with a trade paper in the midwest area 
If your organization needs a representa- 
tive who can do a good creative and 
productive job, I would welcome the op- 
portunity to sit down and talk with you 
“ox 410, Advertising Age, 200 E. Ilinois 
St.. Chicago 11, I!'inois 


Fine, Fast, Fairly Priced Photography 


COPYWRITER 
For Major Airline 


Here’s an opportunity to get 
ahead in a dynamic industry. 
Young man (25 to 35) who is neat 
and personable, with experience 
and ability to write convincing 
copy, is needed in direct mail ad- 
vertising department. Varied as- 
signments are writing vacation 
folders, booklets, letters, ai 
freight pieces. Loop _ location. 
Liberal company benefits include 
free air travel. Submit comp 
résumé. 
Box 409 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 


who has worked in all the jobs himself 


for over 20 years 


333 NORTH MICHIGAN AVENUE © CHICAGO 


HELP WANTED 


Promotion Dept. of major East- 
ern radio and television station 
seeking copy writer for news- 
paper advertising, direct mail, 
brochures, and sales presenta- 
tions. Must have flair for cre- 
ative copy, art direction and 
thorough knowledge of broad- 
cast field. State minimum salary 
required and availability. Box 
416 Advertising Age, 480 Lex- 
ington Ave., New York 17, New 
York. 


Wisconsin's leading creative lithog- 
rapher has splendid opening for ex- 
perienced layout man with flair for 
contemporary design. Brochures, an- 
nual reports, booklets, etc. for variety 
of accounts, many national. Air con- 
ditioned 10-man studio in modern 
plant, Milwaukee. 

Give age, details of experience and 
education. Box 408, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


Bs 
pics "== 
Steer erated 
photographers 
bE RN 2-1062 
167 N. LASALLE. oan eamenee Are You 
PUBLICITY commercia |} A Successful Young Space Salesman 
CONVENTION INDUSTRIAL Looking 
LAYOUT ARTIST For Greater Opportunity? 


If you are the man we want, this is your Once-in-a-Lifetime opportunity. 


Due to rapid growth and exp 


UNUSUAL OPPORTUNITY FOR 
COMPTROLLER-TREASURER 


Preferably with Advertising Agency Experience 


If you’re at a dead end in your career, perhaps 
this is the opportunity you've been waiting for. 
A rapidly expanding service business requires a 
man to head up accounting, administrative, and 
financial functions. If you have an accounting 
background, and especially if it includes adver- 
tising agency experience, contact us immediately. 
Starting salary range is $7,500 to $11,000. Future 
unlimited. Your reply will be kept confidential. 


Ira Rubel, Inc., 141 W. Jackson, Chicago 4, Illinois 


you may have been well paid for your 


You are this man if you: 


1. Are under 35 


working field 


Mlinois St., Chicago 11, Ill. 


highest standing is looking for the best young space salesman in New York. 


If you are this man, you proved yourself in 1956. It was the best of several 
years, each showing o healthy increase in so'es over the previous. 


You built exceptional gains through creative selling, personal research, 
imagination, judgment, and fast-paced, hard work. 


You have intelligently reviewed your current situation and feel that, while 


you are is not commensurate with your high ambitions and ability. 


Our opening offers a career with a definite management future. We 
will pay whatever is required to secure the best man possible. 


2. Have a college degree in engineering or marketing 
3. Have successfully sold o product, space, or preferably both to the metal- 


4. Have the stature, background and authority to command the attention 
of top corporation and major agency executives 


Our men know of this ad, and you may have every confidence that your 
inquiry will be held in the strictest confidence. 


If you have full confidence in your proven sales ability, don't fail to tell 
ws about yourself by contacting Box No. 417, Advertising Age, 200 E. 


,a lly known publisher of the 


record year, the future potential where 


opposing the bargaining power of | 
the networks. If the networks are | 
so powerful, he replies, the rem- | 
edy “would seem to lie in chang-| 


filiate relationships rather than | 
through a relaxation of multiple | 


s 


JOSEPH GRENNAN has been named vp 
in charge of sales of Angostura- 
Wuppermann Corp., New York. 
Mr. Grennan, who joined the com- 
pany in 1939 and for the last sev- 
eral years has been director of ad- 
vertising and sales promotion, will 
continue also in that capacity. 


be indicated by the fact that the 
saving to these owners was close 
to 25% in 1955.” He said there is 
also a strong presumption that 
they buy film on a more favorable 
basis, too. 

The report represents the first 
time that Dean Barrow has taken 
a stand since he was retained by 
FCC a year ago to conduct a com- 
plete review of the tv industry, 
to determine whether existing 
network rules need revision. As 
dean of the law school of the Uni- 
versity of Cincinnati, he came to 
the assignment with no precon- 
ceived impressions of the indus- 
try. Several of the members of 
the special staff are also from the 
outside, with no previous experi- 
ence at FCC. 


® His staff has asked all segments 
of the industry, including adver- 
tising agencies, film producers, 
stations and networks, for ex- 
tremely detailed information 
about their operations, including 
operating figures which are gen- 
erally considered among the most 


closely guarded business secrets. 


While there have been some ex- 


clamations of surprise—particu- 
larly from film producers, who 


are fearful that the data may be 


seized by congressional commit- 


tees or by other government in- 
vestigating agencies—Dean Bar- 
row has taken the position that 
no study of network influence in 
tv can be complete unless the in- 
vestigators also have access to full 
information on operations in the 
industries which compete with the 
networks and do business with 
them. 

According to current plans, the 
study group is supposed to submit 
its report to the FCC by June 30. 
After the report is received the 
commission will determine wheth- 
er it wishes to consider changes in 
its rules, and the procedure which 
should be adopted in order to ob- 
tain comments from the indus- 
try. a 


K. C. Poster Co. Promotes Two 
Jack Kirk has been named vp 
and Lester Bethel secretary-treas- 
urer of Kansas City Poster Co., 
Kansas City, Mo. Both joined the 
company in 1950. Before that Mr. 
Kirk was in the advertising de- 
partment of Mid-Continent Air- 
lines, and Mr. Bethel was with 
Beaumont & Hohman, Chicago. 
Each has bought an equal minority 
stock interest in the company. 


Sanders, Bates Join BBDO 

E. Lowell Sanders, formerly di- 
rector of sales and merchandising 
of Sweetheart soap, has joined 
Batten, Barton, Durstine & Osborn, 
New York, as a drug specialist. 
William A. Bates, formerly direc- 
tor of sales training of Congoleum 


Nairn, has joined BBDO as a spe- 
cialist in the automotive products 
field. 
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Mags Facing Problems, 
But Most Are Happy 


(Continued from Page 1) 
business. There are fewer maga- 
zines, they said, just as there are 
fewer motor car manufacturers, 
distillers, and newspapers. 

Take the question of numbers 
of magazines: Records of the Mag- 
azine Advertising Bureau show 
that the high-tide for numbers of 
magazines was reached in 1935, 
when 124 magazines were being 
measured. It fell to 105 in 1938, 
during the recession, and re- 
bounded to 119 in 1939. By 1940 
it was 102, and it hit 111 in 1946. 
In 1954 it was down to 86. 


® Now, dollar volume is a quite 
different thing. In 1915 it was 
$28,132,691 for 35 magazines. By 
1929, it was $196,266,975 for 66 
magazines. In 1933 it was $97,- 
357,882 for 113 magazines, and by 
1941 it was $178,507,634 for 105 
magazines. In other words, the ad 
volume had nearly doubled for a 
group of magazines which had 
shrunk 10%. By 1946, dollar vol- 
ume of 111 magazines hit $379,- 
436,624 (more than double pre- 
war), and it has risen steadily 
(with an $18,000,000 dip in 1949) 
until it is approximately three- 
quarters of a billion dollars a 
year. 

The significant thing, from an 
advertising viewpoint, magazine 
men were reminding advertisers, 
is that the magazine business is 
essentially one of concentration. 
For example, throughout the post- 
war period the top ten magazines 
have fairly consistently accounted 
for 55-60% of the total magazine 
volume. 

This dependence of the field on 
the leaders is typical of the indus- 
try, it is argued, and the leaders’ 
pictures can be distorted by the 
presence of a declining book. 


® On the circulation side: Mag- 
azine circulation in the U. S. has 
grown tremendously since 1915, 
when all ABC magazines (both 
general and farm) had a combined 
total of 19,241,000. At that time, 
the nation’s population (15 and 
older) totaled 68,500,000. In 1955, 
the comparable figures were 
179,965,231 circulation and 115,- 
620,000 population. Circulation 
per 100 adults in 1915 was 28.1 
and in 1955 it was 155.6. 

The figures indicate that while 
the U. S. adult population was 
increasing less than twice, maga- 


and there are a number of theo- 
ries about this failure. One is that 
newsstands peaked during the 
war and—since the numbers of 
travelers and people without per- 
manent homes will never be as 
high again—it is illogical to sup- 
pose that newsstand will ever 
again reach those levels. 


= Still another theory is_ that 
newsstand sales tended to lose 
their appeal for advertisers (once 
they were thought to be the most 
reliable index to a magazine’s vi- 
tality), who had turned to exam- 
ining audience composition data. 
These advertisers, the theory 
goes, were unable to analyze 
newsstand purchasers. 

A third theory is that publishers 
were unwilling to take the kind 
of returns necessary in a pressure 
drive on newsstands, now that 
per-copy manufacturing costs have 
been driven so high. At any rate, 
the general picture of newsstand 
sales in the magazine industry is 
a static one, and many magazines 
have suffered newsstand losses of 
a substantial nature in the post- 
war decade. And in almost every 
case, newsstand proportionately 
represents less than it did in 1946. 

In 1925, the first year for which 
such figures are available, mag- 
azines sold 19,770,000 copies per 
issue on the newsstands. By 1930, 
the figure moved up to 27,366,000; 
by 1935, it was 26,668,000, and in 
1940, it was 39,005,000. During the 
war years, newsstand figures 
jumped to 48,000,000 and 54,000,- 
000, 60,000,000 and finally 65,700,- 
000 in 1945. This tailed off, by 1950, 
to 61,900,000. But a new peak was 
reached in 1955 when single copy 
sales went to 71,073,877. 


® One of the important distinctions 
which many advertising buyers fail 
to make is between publishing 
philosophies in the magazine busi- 
ness, where there are two fairly 
clear-cut schools of thought: One 
concentrates on circulation, and 
circulation provides the basic in- 
come for the magazines these com- 
panies publish; the second concen- 
trates on advertising, and produces 
magazines and gets them out to 
readers, but would be delighted 
to break even on circulation and 
usually shows a loss on it. 

A good many advertising men 
were surprised when Reader’s Di- 


gest decided to take advertising a 
year ago. Some called it the end 


well. 
What advertisers and agency 


of an era: The time when circula-|men are hearing argued is that 


tion alone could support a maga- 


magazines now give them a better 


zine. There are still publishing| product at a surprisingly econom- 


companies that make money on cir- 


ical cost-per-thousand, reaching a 


culation, and interestingly enough | better audience with record buy- 
they are not the companies that|ing power (consumer units with 
publish top-grossers in magazine | more than $3,000 in buying power 


advertising revenue. 


jumped from 7.8 millions in 1941 


Consequently, while some admen | to 33.9 millions in 1955), and that 
professed amazement that Collier’s | magazines have traditionally pen- 
and Woman’s Home Companion|etrated furthest and best in the 
should go out of business when/|top income groups of that rich 


their circulations were at record 
heights, those conversant with the 


pyramid. 


publishing business might have ex-| # But many admen in the pub- 
plained that unless ad revenues/ lishing business are acknowledg- 
keep pace, circulation turns out to|ing privately that the toughest 


be a liability. 


= Advertisers have, in general, 
shown an inclination for special- 
ized magazines with selected au- 
diences. Life, The Saturday Even- 
ing Post, Reader’s Digest, and 
Look are, of course, exceptions. 
But general magazines with no 
particular audience staked out 
have had a thin time in the post- 
war decade. 


rap to take in the wake of the 
Crowell-Collier and Town Journal 


Cuicaco, Jan. 17—It seems a 
little as though everyone thinks 


the magazine business is in trou- 
In general, advertisers have con- 
gregated in “hot” books and in cn the people who pub- 
books with high page rates. Some agnaanes. 


publishing people have been un- 


With an assortment of people 


kind enough to say that agencies in and out of the advertising and 


are attracted to high-rate maga- 


publishing business, including fi- 


zines because the commissions are nancial analysts and newspaper 
higher. Others think that in the columnists, reporting how bad the 
advertising business as in most magazine business is, ADVERTISING 


others, the instinct to go with a 
winner is a powerful drive. 


Ace decided it might be a good 
thing to get the viewpoints of a 


In fact, dollar volume increases few magazine publishers. So tele- 


have sometimes been coupled 


with practically static page vol- 


ume. This is because of a notable 
shift from less expensive maga- 
zines to more expensive maga- 


grams were dispatched to nine 
“representative” magazine pub- 


the business looked to them. 


zines. A fashion advertiser who|" Marvin Pierce, president, Mc- 


shifts from fashion magazines to 
Life can easily spend much more 
money and use fewer total pages. 


Call Corp., said: 
“The ‘recent unfavorable pub- 
licity’ concerning the general 


He will reach more le at the magazine field should not in ony 
pool time. Thus, if cam pos- sense be attributed to a lessening 
sible to show advertising expend- of demand for or any diminution 


itures on some kind of a page- 
per-million scale, unit volume 


would show a comparable in- 


crease. 


of services performed by periodi- 
if our current experiences with 


forecasts of those publishers for 
whom we print are any criterion, 


= The question of magazine profit | the demands both of readers and 


is hard to answer, because many of 


the answers are buried in private 


companies. On the public record, 
however, some magazine publish- 


ing companies have 


of advertisers for general maga- 
zines will reach new high volumes 
this year. 

“We look for a gain in linage of 


top-notch | between 15 and 20% in 1957 over 
earning records—Time Inc., The “ a ine 


New Yorker Magazine Inc., and 
Meredith (Better Homes & Gar- 
dens) to name three. McGraw- 
Hill, with business papers, has also 
had a notable earnings record. But 
other companies have not done so 


last year in both our magazines, 
and appreciable increases in their 
circulations. The history of recent 
years strengthens our belief that 
reading matter well-chosen for its 
helpfulness to readers is in grow- 
ing demand in a more literate na- 
tion and that the selectivity of 


zine circulation was increasing 
about nine times, with circulation 
per 100 persons gaining about 5.5 
times. 

Meanwhile, magazine advertis- 
ing rates averaged out to $79,564 
(combined b&w page rate) in 
1920 and moved up to $279,617 in 
1955. Four-color rates were ad- 
vancing, in the same period, from 
$77,330 to $396,661. 

As for cost per thousand, the 
figure has been almost static 
through the years. The cost per 
thousand of b&w advertising in 
the magazines in 1920 came out 
to $3.42—a figure which moved 
up and down through the years, 
till in 1955, the rate was $3.43! 
And cost per thousand for four 
colors went down from $6.03 in 
1920 to $4.86 in 1955. 


® The recent circulation story is 
about like this: If you run a 
graph on magazine circulation, it 
moves upward in a fairly steady 
line. You can see a slight dip at 
the beginning of radio, and a 
slight flattening out at the advent 
of television in 1948. But by and 
large it continues to move up at 
about the same rate over a 40- 
year period. 

Newsstand circulations haven't | 
followed total circulation trends, | 


a. 
. 
. 
Magazine Ad Revenue: 1930-1956 
General Magazines Farm Magazines Total 

Year Revenue Revenue Revenue 
1930 $182,484,265 $ 9,634,395 $192,118,460 
1932 104,907,247 5,666,944 110,574,191 
1933 92,577 A94 4,780,388 97 357 882 
1934 111,254,292 6,404,704 117,658,996 
1935 115,906,884 7,000,895 122,907,779 
1936 133,015,159 8,432,976 141,648,135 
1937 150,380,373 9,646,285 160,026,458 
1938 132,736,528 8,428,029 141,164,557 
1939 141,648,495 9,190,192 150,838,687 
1940 156,275,999 9,367,599 165,643,598 
1941 168,808,957 9,698,677 178,507 634 
1942 164,170,730 9,421,953 173,592,683 
1943 214,334,425 12,931,424 227,265,849 
1944 254,048,131 14,895,956 268,944,087 
1945 286,371,063 16,445,713 302,816,776 
1946 361,188,718 18,247,906 379,436,624 
1947 415,801,979 24,269, 484 440,071 463 
1948 429,992,616 28,684,523 458,677,139 
1949 412,500,990 28,380,458 440,881 448 
1950 428,419,122 30,032,206 458,451,328 
1951 482,741 508 31,109,096 513,850,404 
1952 520,825,244 32,989,918 553,815,162 
1953 570,038,901 33,074,925 603,113,825 
1954 565,347,194 31,794,732 597,141,926 
1955 630,370,946 26,961,786 657,332,732 
1956 693,278,165 30,271,322 723,549 487 
Source: Publishers Information Bureau records covering general magazines and 
national farm magazines. Sunday supplements are excluded. 


audience, permanence of message, 
and the authority of the medium 
will continue to expand the im- 
portance of general magazines 
with advertisers. 

“It is on these premises that we 
are expanding our editorial and 
selling programs this year looking 
toward even larger growth in our 
properties in this dynamic econ- 
omy of ours.” 


The New Yorker, said: 


very optimistic about the future 
of well managed magazines. The 
current statistics and projections 
we have seen for our industry re- 
veal strength and vitality. 1956 
was the most successful year in 
The New Yorker’s 32-year histo- 
ry: highest volume ever in adver- 
tising pages, circulation, total dol- 


anticipate continuing prosperity 
The New Yorker.” 


s Irving S. Manheimer, president, 
Macfadden Publications, minced 
no words: 

“The days of extravagant pub- 
| lishing are gone,” he said. “Failure 
|of certain publishers to recognize 
\the economics of today’s publish- 


lishers, asking how the future of 


cals of this kind. On the contrary, 


McCall’s and Redbook and the 


® Stephen B. Botsford, president, 


“The New Yorker Magazine is 


lar income and net profit. We 


for the magazine industry and for 


Advertising Age, January 21, 1957 


debacle is that magazine men 
themselves have done so much to 
destroy the magazine business. In 
the last couple of years of its life, 
one of Crowell-Collier’s major ex- 
ecutives spent most of his time 
skittering around the country de- 
nying rumors of the magazines’ 
imminent dissolution. 

Much of the damage done to 
the magazines, these people say 
privately, can be traced to rumors 
planted by their competitors; 
much of the damage being franti- 
cally shored up this week traces 
directly to magazine salesmen 
who knew only how to sell against 
other magazines. Their impact on 
other media was slight; their im- 
pact on their own was cataclys- 
mic. 


Magazine Publishers See Plenty of 
Life Ahead for ‘Modern, Good Books 


ing is the main reason for poor 
showings of some magazines. 

“Increasing population, higher 
economy and better education 
mean more reading, but maga- 
zines must change editorially to 
meet new tastes. Reluctance to 
clean house of unnecessary per- 
sonnel and to cut needless expen- 
ditures means committing suicide. 
Magazines folded in 1956 were 
victims of excessive subscriptions 
at low net and, in some cases, be- 
low net.” 

He also pointed out that maga- 
zines are national, and discontin- 
uance of old magazines gets 
nationwide publicity. Television 
stations are local and the discon- 
tinuance does not attract national 
attention. During 1955, at least 30 
television stations closed up, and 
in 1956 18 television stations closed 
up. 
“Macfadden advertising revenue 
for 1956 was 16% above 1955,” Mr. 
Manheimer concluded, “and the 
first two issues now closed for 1957 
are 11% above '56. Our over-all 
profits for 1956 were the highest in 
ten years, and our forecast for 1957 
is much better.” 


= Malcolm Muir, president and 
editor-in-chief of “Newsweek”: 

“There should be no doubt in the 
minds of anyone connected with 
publishing or advertising with re- 
spect to their future, provided they 
render a needed service in their 
respective fields. Magazines have 
a greater opportunity than ever 
before to assist their readers to live 
more profitable and rewarding 
lives. There never has been and 
never will be a substitute for a 
magazine that has this goal of 
service as its No. 1 objective. 

“The advertising picture for 
these vital magazines is bright in- 
deed, as they provide an audience 
that is both attentive and retentive 
beyond the possibility of any other 
medium. 

“As to Newsweek—it has just 
completed the best year in its his- 
tory, with total circulation and 
advertising revenue at an alltime 
high. 

“It is our objective to continue 
to render-the highest possible edi- 
torial service to assist our commu- 
nicative audience in understanding 
the swift moving events of the 
year ahead so that they can more 
effectively direct their business 
and personal affairs.” 


® Richard E. Deems, exec vp, 
Hearst Magazines, thinks maga- 
zines are just entering a new pe- 
riod of service; and added that 
Hearst is planning additional in- 
vestments in magazine properties. 

“The nine Hearst magazines in 
1956 published 10,816 advertising 
pages and 10,704 editorial pages,” 
he said. “Our magazines are Amer- 
ican Druggist, Cosmopolitan, Good 
Housekeeping, Harper’s Bazaar, 
House Beautiful, Motor, Motor 


Boating, Sports Afield, and Town 
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Advertising Age, January 21, 1957 


& Country. Every Hearst magazine 
earned a profit in 1956. .. 

“We believe that magazines are 
only now starting their greatest 
contribution to an America inter- 
ested in more education and a 
higher standard of living. Adver- 
tising demand for magazines, par- 
ticularly those in specialized fields, 
such as published by Hearst, will 
accelerate because of their authori- 
tative editorial background, selec- 
tivity, coverage of best prospects, 
and economy... 

“Hearst Corp., parent company 
of all Hearst holdings, now is pro- 
gramming further investment in 
magazine properties. All Hearst 
magazines in 1957 will continue to 
improve their services to readers 
and advertisers.” 


® Roy E. Larsen, president, Time 
Inc., said: “Obviously, after the 
best year in Time Inc. history, we 
feel very optimistic about the fu- 
ture.” He referred AA to a letter 
to stockholders going out Friday, 
which said in part: 

“1956 was the best year that 
Time Inc. and its magazines ever 
enjoyed. We estimate our net prof- 
it for the year 1956 at approxi- 
mately $6.75 per share (exclusive 
of capital gains on the liquidation 
of our Houston Oil Co. stock), as 
compared with $4.72 per share in 
19665... 

“Time, Life, Fortune and the in- 
ternational editions of Time all set 
new high earning records. 

“Our newest magazine venture, 
Sports Illustrated, is showing real 
vitality in editorial, circulation, 
and advertising progress with re- 
duction of the inevitable first 


| like any other business. There 
have always been individual fail- 
ures in it, and there undoubtedly 
always will be. But I have never 
been more confident in the future 
of the magazine business general- 
ly than I am today. 

“The fact that I have just in- 
vested $1,600,000 for the Collier’s 
name and the Crowell-Collier 
subscription division should be 
ample proof of that.” 


= Fred Bohen, president, Mere- 
dith Publishing Co.: 

“A look at any industry over a 
period of years will reveal gains, 
losses and mortalities. The maga- 
zine business, faced with selling 
two commodities—circulation and 
advertising—is no exception. 

“Publishing is the kind of in- 
dustry which requires a huge in- 
vestment in plant and equipment 
plus constant reinvestment in 
technological improvement to im- 
prove quality and reduce effect of 
the cost spiral. ... 

“Generally magazine advertis- 
ing rates have not been increased 
sufficiently to maintain profit 
margins. This must be corrected 
|in order that progress will con- 
tinue. ... 


se “As for our own situation, 
| Meredith Publishing Co.’s annual 
|report for the year ending June 
| 30, 1956 announced: an $8,000,000 
| expansion in plant and equipment 
| over the next three years; an all- 
, time high in advertising revenue 
of both Better Homes & Gardens 
| and Successful Farming; an all- 
_ time high in working capital; an 
|alltime high in retained earnings 


years’ operating loss. Sports Illus-| used in the business; and the re- 
trated goes into its third year with | sults of a research job by Alfred 
more than 700,000 paid circula-| Politz, said to be the largest study 
tion, and with increased advertis-| of a single magazine’s readers, 
ing orders on the books for 1957 | their characteristics, and their ac- 
which assure substantial progress | tions associated with reading. 
toward the breakeven and profit-| “In the twelve months ahead, 
making point.” BH&G will announce the avail- 
ability to advertisers of space in 
= The letter also reviewed some | five additional service publica- 
of the year’s activities, such as| tions; will publish the largest rev- 
sale of the Houston Oil stock, pur- | enue issue in BH&G’s history, and 
chase of East Texas Pulp and Pa-| the largest revenue issue among 
per Co., purchase of Consolidated | all magazines as of this date. 
Television tv and radio stations,| “Finally, magazines will be 
and plans for a new 47-story | judged, not as an industry, but to 


building in Rockefeller Center. 

It also reported: “Last week we 
sold 350,000 shares of our holdings 
of St. Regis Paper Co. common 
stock at a substantial profit and 
for net proceeds, after taxes appli- 
cable to the transaction, of approx- 
imately $12,500,000.” 


= Gardner Cowles, president and 
editor of “Look”: 

“In my opinion, well edited, 
well managed magazines have 
never been healthier, and their 
future has never looked brighter. 
The American public is growing 
steadily larger. It has become a 
giant middle class of people who 
have sufficient means to buy most 
of the things they want. The edu- 
cational level has increased fan- 
tastically in the past two decades— 
and so has leisure time. In a cli- 
mate like this, magazines which 
are in tune with the times are 
bound to thrive. ... 


s “When two old magazines like 
Collier’s and Woman’s Home 
Companion die, I suppose it is 
natural that some people will 
jump to the conclusion that their 
death is symptomatic of a sick in- 
dustry. This is nonsense. If the 
industry were sick, how could you 
possibly account for the fact that 
Look and many other magazines 
in 1956 chalked up alltime highs 
from every standpoint—circula- 
tion, advertising pages and ad- 
vertising revenue? Or how could 
you account for the fact that of 
the 15 top magazines in adver- 
tising revenue for 1956, only two 
showed page losses from 1955, 
while all the rest showed page 
gains? 

“The magazine business is just 


the extent individual magazines 
provide satisfaction to their read- 
ers. The magazine industry is vi- 
tal, and will continue to thrive, 
| because its individual members as 
|a whole will anticipate and satisfy 
\the needs and interests of their 
audiences.” 


= The only publisher queried from 
whom a reply was not received 
was Robert E. MacNeal, president 
\of Curtis Publishing Co. Mr. Mac- 
Neal’s office advised ADVERTISING 
Ace that he was out of town and 
could not be reached until Jan. 
22. 7 


Sheep Producers Council, 
Botsford, Constantine to Part 

The American Sheep Producers 
Council, Denver, and its agency, 
Botsford, Constantine & Gardner, 
have agreed to sever their client- 
agency relationship, effective June 
30. The agency was appointed to 
handle lamb advertising and prod- 
uct publicity in December, 1955, 
shortly after the council was or- 
ganized. 

Over the past few months, ASPC 
headquarters in Denver and 
BC&G’s San Francisco office have 
experienced difficulties in inte- 
grating the program from across 
the miles, G, N. Winder, ASPC 
president, said. He added the 
council felt the agency should open 
a full-scale Denver office, but the 
account’s billing ($530,000 in 1956) 
was insufficient to finance a com- 
plete Denver operation for BC&G. 
However, the council feels it has 
made much progress the first year 
with the help of the agency’s ad 
program, Mr. Winder said. A new 
agency probably will not be named 
for several months. 


Last Minute News Flashes 


Bell & Howell Gives Up Fair Trade 


Cuicaco, Jan. 18—Bell & Howell wil! terminate its fair trade agree- 
ments with dealers Feb. 1. Carl G. Schreyer, merchandising vp, said 
the company, a longtime supporter of fair trade, made the switch 
“reluctantly” primarily because enforcement of the agreements, par- 
ticularly in courts, no longer seems feasible. Eastman Kodak Co., an- 


other longtime fair trader, gave up the struggle Dec. 31 for the same 
reason (AA, Jan. 7). 


Frank Mace Joins George W. Luft Co. 


Lonc IsLanpD City, N.Y., Jan. 18—Frank Mace joins George W. Luft 
Co., manufacturer of Tangee cosmetics, as general sales manager on 


Jan. 21. Mr. Mace was formerly sales manager of the industrial and 
premiums divisions of Ronson Corp. 


Kudner Agency Promotes Four Top Execs 


New York, Jan. 18—Vincent F. Aiello and William J. Griffin Jr. 
have been elected exec vps of Kudner Agency. Paul E. Newman has 


been named senior vp and Amedee Cole elected a director. All have 
been vps. 


Jules Trieb Leaves McCann for Lennen & Newell 


New York, Jan. 18—Jules Trieb, formerly associate director of mar- 
keting and a member of the plans board at McCann-Erickson, has 
joined Lennen & Newell as vp and director of merchandising. 


B. S. Britton Named Sales Director of Guest Pac 


New York, Jan. 18—Blaine S. Britton, formerly editor and market- 
ing analyst of the selling and merchandising division of the Research 
Institute of America, has been named to the newly created position of 
sales director of Guest Pac Corp., promotional advertising company. 


Warren Smith Moves from Vick Chemical to Compton 


New York, Jan. 18—Warren Smith has been appointed an assistant 
account executive with Compton Advertising. He was formerly with 


the Vick Chemical Co. in advertising, marketing and new product de- 
velopment. 


]. J]. Cochran Will Move from Kudner to JWT 


New York, Jan. 18—James J. Cochran, vp on the Buick account at 


the Kudner Agency, will join J. Walter Thompson Co. Feb. 1 in an 
executive capacity. 


Quinn Leaving Greenlys in London to Join McCann 


Lonpon, Jan. 18—Mark Quinn, formerly managing director of Green- 
|lys Ltd., London advertising agency, will leave here next week 
| for New York, where he will join McCann-Erickson Inc. in an execu- 

tive capacity. Mr. Quinn’s wife, June Benas Quinn, is returning with 
him to take control of a family business, Ayre Publishing Co., publisher 
of Airplanes, a monthly distributed to airline passengers. 


Nine European Agencies Form U. S. Branch 


New York, Jan. 18—Continental Advertising & Marketing Agencies 
Inc., an agency sponsored by nine major European advertising agen- 
cies, will be formed in New York. Sterling Wheeler, former vp with 
Batten, Barton, Durstine & Osborn and Young & Rubicam, is expected 
to head the operation. 


Hoyt Gets Silver Cream; Other Late News 


e J. A. Wright & Co., Keene, N. H., has named Charles W. Hoyt Co., 
New York, to handle advertising for its Silver Cream. The account, 


currently handled by Warwick & Legler, was with Hoyt from 1942 
until 1950. 


e Henry Regnery Co., Chicago book publisher, has moved its account 
from Kencliff, Breslich & Co., Chicago, to Albert Frank—Guenther 
Law, New York. 


e Dant Distillery & Distributor Corp., New York, a Schenley Indus- 
tries subsidiary, has moved the advertising account for its Old Quaker 
bourbon from Peck Advertising Agency to the Kleppner Co. Kleppner 
also handles J. W. Dant, B.P.R., Ultra Deluxe, Pebbleford, Olde Bour- 
bon, and Greenbrier whiskies. 


e Seymour R. Parker, formerly with Grey Advertising Agency and 
Norman, Craig & Kummel, has joined Ted Bates & Co. as a space buyer 
on Colgate-Palmolive. 


e General Electric’s requested relief on the rest of its “20th Century 
Fox Hour” contract, aired semi-monthly on CBS-TV, has been granted, 
thanks to an order from Revlon, New York, which takes over sponsor- 
ship of the show Feb. 6 (see story on Page 1). C. J. La Roche & Co. 
will handle the film for the cosmetics company. At the same network 
this week Johnson & Johnson began backing the new Sunday afternoon 
Heckle & Jeckle cartoon telecast through Young & Rubicam. 


e Ramo-Wooldridge Corp., Los Angeles, has named Gaynor Colman 
Prentis & Varley to handle advertising and public relations. 


e William A. Sturgis Jr., who resigned as vp and advertising director 
of Family Circle last November (AA, Nov. 5), has joined the New 
York sales staff of Life. Other changes at Life this week were: Thomas 
C. Williams, formerly regional sales field representative, has rejoined 
the New York staff; Sydney N. Thayer has moved from New York to 
Philadelphia as field representative; Vincent R. Sandercock has moved 
from Cleveland to New York, and James R. Cowley, formerly with the 
market research department, has joined the St. Louis sales staff. 


ANC Didn’t Have Army Books | Storecast Names Macormac 


Last week Apvertistnc Ace, in| William A. Macormac, formerly 
a story on American News Co.|regional manager in Philadelphia 
ending its newsstand handling of|for Storecast Corp. of America, 
New Republic, said the ANC had/|has been appointed sales manager 
also discontinued handling Army|of the company, with offices in 
& Navy Journal and Army Times.|New York. Before joining Store- 
This was in error, since these pub-|cast 10 years ago, Mr. Macormac 
lications are distributed through|was program director of WIBG, 
military channels only. | Philadelphia. 


ANPA Head Sees 
Newspaper Price 


‘Hike to 7c Soon 


Boston, Jan. 17—More newspa- 
pers are going to boost their price 
to 7¢, according to William Dwight, 
president of the American News- 
paper Publishers Assn. 

Mr. Dwight was the second ma- 
jor newspaper executive in a 
month to predict a per-copy in- 
crease in newspaper prices. Har- 
old G. (Hap) Kern, general man- 
ager of Hearst Newspapers, told 
ADVERTISING AcE in December that 
“T¢ is rather a clumsy figure... 
I think 10¢ is the coming price 
for morning and afternoon pa- 
pers.” 

In a talk before the New Eng- 
land Assn. of Circulation Manag- 
ers, Mr. Dwight said the transition 
from 5¢ to 7¢ “shouldn’t be diffi- 
cult, for the product is worth that 
and more. The public can be 
counted on to pay for value.” 


® The trend toward the 7¢ news- 
paper, continued Mr. Dwight, who 
is president and managing editor 
of the Transcript-Telegram, Hol- 
yoke, Mass., “will increase now 
that the newsprint manufacturers 
are heaping another price increase 
on us.” 

“This new $4-a-ton jump 
means an extraction of $28,000,- 
000 annually from American 
newspapers,” said Mr. Dwight. 
“The newspapers simply cannot 
absorb all of this if they are to 
stay financially sound and con- 
tinue to be free. 

“And we will all be on firmer 
ground—the newspaper, the ad- 
vertiser, the public—if some of the 
necessary additional revenue 
comes from sale of our papers.” 


THREE MORE PAPER 
MILLS BOOST PRICE 


New York, Jan. 17—Two more 
Canadian mills and a U. S. mill 
have boosted newsprint prices $4 a 
ton effective March 1. Bowater Pa- 
per Co., Powell River Co. and 
Great Northern Paper Co., Mil- 
linocket, Me., increased their prices 
this week following the lead of 
three other major producers— 
Abitibi Power & Paper Co. (AA, 
Jan. 7), Consolidated Paper Corp. 
and St. Lawrence Corp. (AA, Jan. 
14). This will make the delivered 
contract price for newsprint here 
$135 a ton. 

Powell River Co.’s price hike 
came a couple of days after M. J. 
Foley, company president, had 
said there would not necessarily 
be a general increase in the price 
of newsprint. Yesterday he told 
newsmen that the company’s 
profits will be down in 1957 be- 
cause of higher costs for labor 
and materials. Powell River’s out- 
put is marketed chiefly in Califor- 
nia, Texas, Arizona and the Pu- 
get Sound area. 


® Cranston Williams, general man- 
ager of ANPA, commenting on the 
price boosts in newsprint, took a 
somewhat different view: 

“There does not have to be a 
cartel in the technical sense nor 
a conference nor a poll of pro- 
ducers to agree on a price. The 
supply situation is such (and mills 
generally want to keep it tight), 
that publishers are not free to 
choose suppliers nor even free to 
negotiate over contract provisions. 
It is a case of publishers having 
to ‘take it or leave it’ and we can- 
not leave it and stay in the busi- 
ness of publishing newspapers,” he 
said. 

“So long as there is no cushion 
of production the publishers are 
in a strait jacket and at the mercy 
of the first mill which decides to 
raise the price.” 
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The Great Man’s voice 
wound round the lives of 
millions of his listeners... 
and made them captives 
of his charm. 


Charm that could sell them 
anything ... cigarettes, 
toothpaste, hair tonic, soap 
.. anything as long as it 
was “his” brand. 


They loved his simple wisdom, 
his homely wit, his humble 
philosophy. But they didn’t 
know him. 


They heard his honeyed voice. 
They felt the magnetism of 
his personality. But they 
didn’t know him. 


Sie 

Was he as kind and good and 
funny as he seemed?...A 
helping hand to budding 
talent... worthy causes?... 
Or was he something else 
behind that warm smile... 
cold, hard, cynical, cruel? 


Ask his wife... his sometime 

girl friends. Talk to his press 
agent. His band leader. 

His business manager. Look 

for the people who knew him 
~ ,.. little and big. 


Of all, only one mar had the 
courage to sift through his 
deeds... good or evil... to 
piece together the twisted 
threads of his tangled life... 


‘JOSE 


\ 
Wy FERRER 


to show him as he really was... 


(Continued from Page 3) 
gasoline. “Ethyl” and “octane” 
were generally well thought of, 
but very few people seemed to 
know what octane is. 


e The idea of “zoom” or “power” 
left most people cold. Thus, an ad 
showing an auto taking off like a 
rocket got a negative response, as 
did the notion of gasolines contain- 
ing rocket fuel. Besides, most peo- 
ple attributed “getaway” to the 
car, not the gasoline. 


e Only 36% claimed loyalty to one 
brand of gasoline. Another 22% 
appeared to alternate between two 


Differences in Gasolines 


What 100 Chicago motorists said 
when asked whether they can tell 
the difference between gasolines. 


Unqualified “yes” 
Doubtful “yes” 


eee ew wnee 


ree ree” 38 
Sk 6 
no oc c's wt orbie bes 56 
Ts cis wae yan ch one i 62 


or three brands, and the remaining 
42% had no preferred brands. (The 
upper-middle and lower-middle 
classes were considerably less 
brand-loyal than the working class, 
incidentally.) 


@ The public’s massive indiffer- 
ence to the chemistry of auto per- 
formance applied even where igno- 
rance was not a factor. Most of the 
respondents knew that “winter- 
ized” gasoline has “something add- 
ed to prevent freezing.” But 82% 
were either neutral or negative 
about the idea. 

In sum, the study finds, the typi- 
cal motorist’ wants his gasoline to 
have all the popular additives, but 


Stopping for Gas 


Reasons 100 motorists gave for 
choosing a roadside gas station. 


Clean 
Safety, ease of reaching 
|Rest rooms 


ct nec ecees 19 
ee 17 
Charge card ...... Ve Pere 10 
Attractive looking .......... 9 
ae 10 
ra 8 
Ro ke er 5 
EE o.oo ccaccdnee 10 

Total mentions ............ 218 


“he cannot distinguish gasolines on 
'this basis nor does he select one 
rather than another because of 
these attributes.” This doesn’t 
mean he lacks opinions as to which 
gasoline is better or worse. 


From the best-selling novel by Al Morgan 


REAT MAN 


DEAN JAGGER « KEENAN WYNN « JULIE LONDON + JOANNE GILBERT 
and ED WYNN with JIM BACKUS * RUSS MORGAN + ROBERT FOULK 
A Universal-International Picture 


wow paving at THE SUTTON THEATRE cw vorx crry 


It simply means, said Mr. Henry, 
that he bases his opinions on other 


Gasoline Advertisers Are Talking to 
Themselves, ‘Tribune’ Survey Finds 


independents as “cheap,” unclean, 
not modern, poor attendants, etc. 
On the positive side again, three 
other major companies were mod- 
erately well defined in the motor- 
ists’ minds. 

The rest of the companies just 
didn’t seem to figure, one way or 
the other. 

A separate study of company 
logos and symbols found the gas 
marketers doing better. Motorists 
did as well at recognizing five oth- 
er company symbols as they did 
with Standard’s red, white & blue 
one. But only two of them—Stand- 
ard’s and the Mobilgas flying red 
horse—seemed to call up any sub- 
stantial amount of feeling about 
the company. 


® For Mr. Henry, the people sur- 
veyed also had a lot to say about 
gasoline stations and attendants. 
For one thing, they voted three 
attributes as more important in 
choosing a gas station than that it 
carries “their brand” of gasoline— 
that it be (a) clean, (b) “efficient 
looking,” (c) friendly. 

A possible reason for this: That 
75% of the motorists use gas sta- 
tions for other purposes than just 
buying gas. 

All this, Mr. Henry suggested, 
should point up for advertisers “the 
tremendous importance that might 
lie in the areas of the reputation 
and imagery of specific brand- 
names and in the extent to which 
a given company receives the con- 
fidence of the gasoline buyer. 


8 “In the absence of any signifi- 
cant direct evidence on the part 
of the buyer, he strongly feels that 
he must rely upon the good faith of 
the company and upon the not very 
satisfactory logic that since gaso- 
lines are pretty much alike, he 
can’t go far wrong in buying one 
of the brands whose name he rec- 
ognizes as a good one.” 

For Pierre Martineau, director of 
research and marketing of the 
Tribune, the study demonstrates 
that too much gasoline advertising 
is “one set of chemists and engi- 
neers talking to another set.” Most 
of it, he added, is “clinical’”—based 
upon “inventing diseases.” 

Gasoline ads, he said, must emu- 
late the auto and tobacco busi- 
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Gas Station Attendants 


200 Chicago motorists in the Chi- 
cago Tribune survey completed 
the statement, “I get annoyed if 


attendants...” 

Per Cent 
PTS POP EETT 26 
Don’t wipe windshield ...... 18 
Don’t give me service ...... 10 
Have no time for me ........ 5 
Use dirty rag, grease ........ & 
Don’t check water .......... 1 
Not courteous .............. 1 


High pressure selling, try to sell 


something else, insist about oil, do 
a PD. wb kbireekisie Kas xed o8 11 
Let gas run over, 

mess up fender ............ 5 
Get smart, rude ............ 5 
Crabby, grouchy ............ 6 
RRR I Sy RES EE 5 2 
DE . < cawataded eGha «e 2 


nesses and go beyond “purely func- 
tional claims” to “affective ideas” 
about the brand and the company. 
In a word, they must be “human- 
ized.” ° 


OAI Makes Western Changes 

Outdoor Advertising Inc. has 
made a number of reassignments 
and promotions affecting western 
sales division personnel. These in- 
clude the following: L. P. Stanton, 
formerly sales promotion manag- 
er, Chicago, now an account exec- 
utive; Charles A. Herbst, formerly 
in the service contact department, 
succeeds Mr. Stanton; M. A. 
Stauss, of the sales staff, special 
assistant to the vp; Ernest T. 
Rogers, formerly account execu- 
tive, Chicago, regional manager of 
the St. Louis office; Gerald F. Up- 
dike, divisional manager. New ti- 
tle designations on the West Coast 
are Raymond A. Shiner, regional 
manager, Los Angeles; Hugh D. 
Smith, regional manager, San 
Francisco, and Burt J. Ryan, re- 
gional manager, Seattle. 


Dallas AANR Unit Elects Hill 

Hector M. Hill, John Budd Co., 
has been elected president of the 
Dallas chapter of the American 
Assn. of Newspaper Representa- 
tives. Other new officers are Sam 
W. Papert Jr., Texas Daily Press 
League, vp; M. C. Via, Hearst Ad- 
vertising Service, secretary-treas- 
urer, and Al W. Howe, Burke, 
Kuipers & Mahoney, national di- 
rector. 
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factors—the gas station, the at- 
| tendants, and especially the “affec- 
|tive and moral characteristics” he 
_attributes to the brand or company. 
|On the last point consumers man- 
lage to find great differences be- 
|\tween brands. 


|@ A card-sorting test in which the 
|respondents applied to the differ- 
|ent brands some 50 attributes rang- 
ing from “zoom power” and “effect 
on motor” to economy and station 
cleanliness found one company in 
this region (Standard Oil of In- 
diana) way ahead in what the 
study called brand definition. It 
got three times as many positive 
(“good”) votes as any other com- 
pany, was found to be modern, 
clean, reliable, beneficial to the 
motor, offer all kinds of power and 
have good stations and attendants. 

The bulk or independent com- 
panies got nearly as many mentions 


= 
aN 
jy 


bj 
. 
. 
Tas 
‘en 
Bee 


Pm 
— 


as Standard did, but most of them 
(55%) were negative, defining the 


tage 


"He's a big advertising man, all right. He just whispered, 
"The Solid No. 1 in Solid Cincinnati is the Cincinnati Enquirer’.” 


ea 


The Cincinnati Daily Enquirer is solid 


No. 1 cs down the line. Including a 
21,000 edge in City Zone circulation . . . 
a heaJrhy lead in Retail Display Linage. 
Get fui! story from Moloney, Regan & 
Schmitt, Inc. 
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THE TIME READER*”..as seen by 


Has 


STOCKHOLDER 


ALUMNUS 


THE WEEKLY HOWE macating 


* TIME offers advertisers the biggest concentration of best custom- 
ers and influential people available in the U. S. today. Never 
theless, Lichty exaggerates. Not all TIME readers own prize cows. 
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4 Painting by R. Meyers 


Buying Health Products for the Family 


Vitamins and other health products help her children develop strong, healthy bodies 
—give them extra energy, keep them active. She and her husband need these products 
too, as part of their plan to enjoy long, happy years together. This is the outlook 


and attitude of Togetherness that inspires her buying decisions. 


. 
) ie 
The magazine of Togetherness reaching more than 4,760,000 families... MeCalls 
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